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This time it’s the o Mothers 


° coho zorll READ ERE it is—another big International 


advertisement timed right to the 
minute... driving home to mothers the 


® and SHE vital importance of having adequate, 


modern silverware from the standpoint of 
d BUY! their ““Jimmie’s” future. 
. 
an . Hundreds of thousands of mothers. . . 
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He be Jimmie 
hell be James 


. hefore he can ever he 





EAD it through from 
first word to last. 
Can you imagine a more 
powerfully human, irre- 
sistible buying appeal? 
It’s your advertisement 
. you'll find it in the 
October 17th issue of 
THE SATURDAY EVENING 
Post. Talk to your sales- 
people about it. Display 
it in your store and win- 
dows where customers 
will see it. 
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ID) acids ON 


P>ROTHERS 


MANUFACTURING JEWELERS 


oa 
HUNDREDS OF JEWELERS 


throughout the country are 
being supplied by us with 


BRACELETS 
CLIP BROOCHES 
BROOCHES 
WATCHES 
WATCH BRACELETS 
ETC. 


you, too, may avail yourself 
of this unusual 
MEMORANDUM CALL 
SERVICE 


The Combination Clip-Pin and Brooch with its varied uses is a 
feature with Davidson Brothers. 


NEW YORK NEW YORK 


580 Fifth Avenue 71 Nassau Street 
Bryant 9-1724 Cortland 7-3046, 7-3082 
Paris—12 Rue de la Victoire Antwerp—/76 Rue du Pelican 


IMPORTERS 
of DIAMONDS 
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Attend the Convention as an Investment 
































a go or not to go 
_to the American National Retail Jewelers’ Convention—which will be 
held in Detroit during the week of September 13—is a question of most 
importance in the minds of retailers, wholesalers and manufacturers of a 
throughout the country. f 
This question should be answered unhesitatingly in the affirmative by 
all who can possibly get to the “motor metropolis” of the country at the | 
time indicated, even though it may require an expenditure of time, money 
and effort that they feel they can hardly afford under present conditions. 
A visit to this convention should be considered in the light of an investment, 7 
not as an expenditure for pleasure or amusement. 
This is a time when the progressive retailer needs every aid and 
assistance possible to make his business pay. It is a time when he must know 
not only the new goods on the market but also the trend in styles, the 
tendency in buying and, above all, the methods that are now being used 
successfully by other jewelers situated as he is in developing the trade of 
old customers and bringing new people into the store. He must know how 
to avoid the mistakes he has made in the past, get out of his rut (if he is in 
one) and become sufficiently mentally alert to take advantage of every 
opportunity that he has to capitalize on the changes in social, economic 
and business conditions that can aid sales promotion of jewelry lines. 


f o 
te Nenana see ® 
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W at better opportunity 
has the retailer to do these things than by contacts with his fellow jewelers 
from all over the country that he can get at the national convention? Here 
he will see some of the latest products of the industry among the exhibits; 
here he will meet representative jewelers in the manufacturing, wholesale 
as well as retail trade, exchange ideas and get an opportunity to “sweep the 
cobwebs from his brain.” From the addresses by economists and business . 
experts, he should get a new view of business conditions and opportunities ; 
from the jewelers fashion clinic, and the jewelry style show and jewel 
pageant, he should get facts about the jewelry that will be popular in the 
fall and winter seasons that should not only aid him in buying his new 
stock but in selling it to his more fastidious customers. The discussions on 
insurance, on advertising, and on other business topics should be educational 
and inspirational in their effect. Above all, the contacts with his fellow 
jewelers should make him a better merchant and a better citizen. | 


Fea 8S! OS BI Bea Rae Tw 





vey progressive jeweler 
should see to it that he visits Detroit for at least some, if not all : 
of the sessions of the convention in order to help him keep up with the ¢ 
times and be in a position to meet competition in his business which grows 
keener every day. Remember, the convention marks the beginning of the 


la i i St 


jewelers’ buying season for this year and its influence will be felt through- ‘ 
on the industry. The man who makes this trip as an investment and con- : 
scientiously makes up his mind to get out of the sessions and contacts all Ei aa 


the information that he can utilize, will find that the trip will have paid 
him many times over no matter how great the sacrifice he must make 
to get there. 
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My, business is chiefly 


that of advising with retail merchants as to their business 
promotion and management problems. In this work, I 
have spent a lot of time in retail jewelry stores. I have 
watched jewelers at work for hours at a time and have 
learned some of the merchandising and selling secrets they 
have discovered, also noted some of the errors they commit. 

I have been especially interested in the selling of 
watches over the counter. There is a special psychology in 
selling watches that every jeweler’s salesman should study 
and understand. Too many watch sales are lost completely 
and too many people are permitted to buy cheaper watches 
when they could afford and really need better ones, all 
through a lack of understanding on the part of the seller. 

A watch is an intensely personal thing. Ordinarily, a 
man buys only a half dozen watches in his lifetime. Few 
average men know one watch from another; they there- 
fore are guided in their own minds almost entirely by 
price. Watches nationally advertised and with a nation- 
wide reputation have their “fans’’ and many are the men 
and women who look forward to some day owning a cer- 
tain watch. 

Nevertheless, there are watch prospects coming into 
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Practically every customer desiring to 
purchase a watch has the same ap- 
proach: “I want to buy a watch.” 


In this article a merchandising expert 
of long experience explains how, through 
effective salesmanship, every jeweler 
can stimulate his watch sales. 


me 


\ ik 
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the average jewelry store every day—people who merely 
“want to buy a watch.” It is these that we are dealing 
with in this article and it is these who make up the great 
bulk of the jeweler’s watch customers. 

I have asked many jewelers and their salesmen what 
guides most people in their selection of a pocket timepiece. 
To sum up, it appears to be like this: 


1. Price range 

2. Performance value 

3. Appearance 

4. Mechanical excellence as exemplified in number 
of jewels, etc. 


Now, it has been my experience that the great mass of 
watch customers approach the jeweler thus: 

“T want to buy a watch.” 

What is the jeweler to say to that? 

Shall he ask how much the prospect wants to spend? 
That’s what nine out of ten of them do. Of course, psy- 
chology says that the prospect wants to spend as little as 
he can, consistent with his actual means. The “steps” in 
a watch sale that have proved to get the surest number of 
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BUY A 
WATCH" 


by 
HENRY FROMME 





closures and the highest units of sale may be arranged 
thus: 

A—Sizing up the prospect as to his probable preter- 
ence for a flashy watch or for reliability in per- 
formance. Then as to his probable ability to 
spend. 

B—Beginning, not with words, but with a with- 
drawal of trays, starting with higher priced 
watches, and still within the probable range of 
the prospect’s spending power. 

C—Beginning the interview with a detailed descrip- 
tion of the sales points on a selected watch, 
opening it up and showing the works, manu- 
facturing excellence, with a few words about the 
maker’s. reputation, etc. 

D—At this point, the prospect will raise the question 
of price. You name the price, watch his reactions. 
Then immediately drop the price question and 
plunge into a demonstration of the higher priced 
watch again. If the prospect balks, you begin on 
a lower priced watch and retail the points of that. 

E—By this time you have a pretty good idea of the 
prospect’s price range. If he indicates clearly that 
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he wants something at less cost, the time has 
come to let him see and explain to him several 
models in the lower price ranges. 

The price question is kept in the background until the 
selling is done, if it is possible for the salesman to keep it 
there. Every time the prospect mentions prices, give them 
and go right on with your selling talk. 


O; course, appearance 
and style is an important factor. But watch buyers, in 
general, are first of all interested in a reliable timepiece. 
Hence, it pays the jeweler to give over more of his inter- 
view time to performance than it does to appearance, 
since appearance is a thing that the prospect can easily 
decide for himself. 

One of the most successful retail watch salesmen, work- 
ing for a Brooklyn jeweler, always contrives to get the 
watch onto the wrist of the prospect, or chain and all into 
his vest pocket for him to get the feel of it and enjoy a 
little of the pride of ownership by pulling it out and slip- 
ping it back into his pocket again. 

(Turn to page 121) 
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D. C. CRAIN 


Diamonds and diamond jewelry claim 
a substantial proportion of the year’s 
sales volume in most jewelry stores. 

D. C. Crain of Pearson & Crain, jewel- 
ers, Washington, D. C., recognizes the 
importance of planned sales and mer- 
chandising effort and has developed 
accordingly a method that has proved 
effective in their store. 

A number of practical, pertinent sales 
suggestions are contained in this inter- 
view with a jeweler who has tried them 
and found a new avenue of approach to 
diamond sales. 
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THIS STORE STRESSES | 


DIAMOND 


dd 

W. like to sell diamonds”, 
says D. C. Crain of Pearson & Crain, Washington, D. C. 
“A diamond is the most lasting thing that you can buy, 
and fits perfectly into the slogan of ‘Gifts That Last.’ 
When you buy a gift for an anniversary or anything that 
is connected with sentiment, the gift expression soon 
vanishes, but a diamond is good for a lifetime. It is, in 
fact, a perpetual gift remembrance and it can be passed 
on to future generations. After many generations of wear, 
it is just as good as it ever was. 

“Diamonds wield a peculiar influence on people. No 
matter how old a woman is, or how careless she may grow 
about her personal appearance in the course of time, dia- 
monds will always have an irresistible attraction for her. 

“Quality in a diamond comes first of all with us in its 
selling. Men or women who come in to buy a diamond, 
may not object to a slight flaw in a stone if attention is 
called to it, and if they are told that they get a much 
larger size and that the color is good, but the salesman 
must be very careful in this respect and must be abso- 
lutely honest. If the customer can see the advantage of 
buying a larger stone with a good color, but with a slight 
defect rather than buying a perfect stone which is much 
smaller in size, we sell it to them, but in displaying it, 
we tell them all the facts. 

“In our store everybody sells diamonds rather than 
selling them in only one department, because if we did 
that we would be handicapped. And so we educate the 
salesmen to handle them and we keep our staff as well 
informed as are the members of the firm. We stress the 
sales contact and the approach. We are never in a hurry. 
We try to draw the customers out as to just what they 
want. The only way to find out what they want when 
they come in fs by their general inquiry and then grad- 
ually drawing them out and letting them have their say 
and then you are prepared to go after them for that sale. 

“We allow the full trade-in value of diamonds. We 
feel that if your arguments as to the value of a diamond 
mean anything at all, you must sustain its value when 
the customer comes in for a bigger stone. If the situation 
operates only one way, you are not honest. And so we 
talk up trade-in values and then stick to it. 

“You can sometimes suggest that a diamond that is 
now being worn is in an old setting, or in a poor setting 
and it does not cause any dissension with the customer if 
you mention it in a diplomatic way. You can show them 
that stones are set today in an artistic and individualistic 
setting. It is a real work of art in beautiful hand-work: 
that makes the setting just as important as the diamond 
itself. And so frequently by suggestion, we can sell a new 
setting for an old stone. 

“The value of window displays to sell diamonds cannot 








THE JEWELERS’ CIRCULAR 
for September, 1931 

















~QUALITY IN MAKING 


SALES + « - 


be over-estimated. All you have to do is to stand out 
in front of your window, which has the proper lighting 
effects and a good display, and notice how young women, 
particularly, come by and comment upon the display. 
Good windows intensify the desire to possess. They 
stimulate business. It also pays to tie up your windows 
now and then with nationally advertised lines, and to put 
nothing in them but that. ‘Give a line an entire window,’ 
is our idea of merchandising. 


dd 

[. buying diamonds and 
jewelry we make it a point to pay respectful attention to 
what the wholesaler has to say. Style shows also give 
you a good line in trends but the jobber is the best gauge 
because he keeps you up-to-date and is continually show- 
ing new things. The man who doesn’t look over out- 
side lines is likely to handicap himself because he keeps 
out of touch with the latest developments in the jewelry 
business. 

“Gauging your buying is difficult except by basing it 
on events and probable future demand. If an organization 
buys a certain trophy this year, you can probably judge 
that they may want the same thing next year. But it is 
not equally true that when a man buys a diamond ring 
this year, if he gets married, that he may want one again 
next year, unless he is ultra-modernistic. 

“There is an art in buying to meet demand. In jewelry 
it is like in everything else, the periods run. Certain 
things are in demand in June and in October. ‘There are 
going to be weddings and the usual things are sold for 
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“In our store everybody sells diamonds, rather than selling them in only one department. We educate 
the salesmen to handle them and keep our staff just as well informed as are the members of the firm.” 














“Men or women,” said Mr. Crain, “who come in 
to buy a diamond may not object to a slight flaw 
in a stone if attention is called to it and if they 
are told that they get a much larger size and that 
the color is good, but the salesman must be very 
careful in this respect and must be absolutely 
honest. If the customer can see the advantage of 
buying a larger stone with a good color, but with 
slight defect rather than buying a perfect stone, 
which is much smaller in size, we sell it to him, 
but in displaying it, we tell him all the facts.” 








weddings, while previous to these months, they are likely 
to buy diamonds and engagement rings, and so it goes. 
But regardless of demand or past records, it pays to be 
constantly alert to the newest things. It is that necessary 
part of merchandising which provides service to the public 
and service is the watch-word for success in the jewelry 
business today. 

“We find that mailing out circulars to a regular 
mailing list of customers helps to bring in business. Fre- 
quently, these circulars stimulate demand for the newer 
things. 

“We find that human interest in circulars is very im- 
portant. A cartoon is much better than a dignified ad. 
It gets attention. Almost every business man reads the 
comic section of the newspaper and the same is true of 
the women. 

“We like human interest in our circulars and whenever 
we get hold of a good one, we circularize our lists freely 
and with uniformly satisfactory results.” 
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ERCHANDISING 


Early Fall Selling Season 














September ushers 

in the Fall Sea- 
son and better busi- 
ness prospects. The 
SAPPHIRE is the 
birthstone. Feature 
it in window displays 
and advertising copy 
today. New business 
opportunities are just 
ahead. Plan to get 
your share. 


The opening of 

schools and col- 
leges after Labor Day 
brings a demand for 
many articles in the 
jeweler’s stock. Ad- 
vertise FOUNTAIN 
PENS and PENCILS, 
JEWELRY and 
Wartcues for college 
and high school 
students. 


Arrange a_ win- 

dow display for 
today featuring ar- 
ticles for students. 
School and _ college 
banners will help 
give the proper atmo- 
sphere. Show Desk 
SETS, STATIONERY 
and other school 
merchandise. Send 
out a special letter. 





my 


Check your stock 

for slow moving 
articles to be sold 
today and Saturday 
at reduced prices. 
Try and clear out 
any leftovers from 
your August sales. 
Keep after the school 
business in your ad- 
vertising appeal to 
young folk. 








Be ready with a 

pre-Labor Day 
sale for today. Price 
tables may be used 
to advantage. This 
event should be ad- 
vertised in advance 
and a special effort 
made to dispose of 
old stock. 










































Schools have 
opened. People 
are home from Sum- 
mer vacations. Fea- 
ture fine GEM SET 
JEWELRY and 
WATCHES today. Em- 
phasize the style ele- 
ment in your fresh 
stock. It is a big 
selling factor in your 
business. 








Advertise and 

display ELEctTRIc 
CLocks today. Old 
homes are being re- 
furnished and new 
ones occupied. Take 
advantage of this fact 
in the fight for your 
share of the money 
to be spent during 
this month. 


1 Stress pride of 

ownership in 
advertising SILVER- 
WARE for the hostess. 
The Fall social sea- 
son is opening. Fall 
weddings may be the 
theme that will 
create silverware de- 
mand. Show silver- 
ware in window dis- 
plays today. 


1 A New Cos- 

TUME JEWELRY 
display for today. 
Advertise the latest 
creations and _illus- 
trate carefully selec- 
ted articles from 
your stock. Feature 
the style note in your 
copy and through let- 
ters to a_ suitable 
mailing list. 





1 See that your 
gift depart- 
ment is well stocked 
with articles suitable 
for bridge prizes. 
Display new Lamps, 
fine CHINA and 
Guass and home dec- 
orative and _ utility 
pieces, Book ENnps, 
STATUETTES, etc., and 
advertise them. 



























1 Make today 

men’s jewelry 
day. Prepare a spe- 
cial window display 
of the latest offerings 
for men. WRisT and 
Pocket WATCHES, 
CHAINS and. attach- 
ments, CIGARETTE 
Cases, Curr LInKs, 
Dress Suit SETs, 
KNIvEs and PENCILS. 








1 Are you dis- 

playing and 
advertising new 
LEATHER Goops and 
MesH Baecs for the 
Fall season? Why 
not use window dis- 
plays of these ar- 
ticles today. Adver- 
tise the merchandise 
and build up this 
trade. 














] As September 

passes the half 
way mark more at- 
tention may be de- 
voted to home fur- 
nishing require- 
ments. Develop the 
desire for artistic 
home surroundings 
by advertising deco- 
rative and utilitarian 
home articles. 
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Offers New Opportunities 














1 Constitution 

Day offers an 
opportunity for a 
special window dis- 
play. Use a copy of 
the Constitution of 
the United States and 
a picture of the first 
president... Display 
patriotic symbols as 
background for fine 
JEWELRY. 





] Fine PeEr- 

FUMES are sold 
with success in many 
jewelry stores. Dis- 
play a selection in at- 
tractive containers 
today. A letter to a 
special mailing list 
and attractive news- 
paper advertising 


will help build sales. 



















| A week end 

sale today. 
Offer SILVERWARE at 
the new reduced 
prices. Display tro- 
phies for athletic 
events and feature 
SILVERWARE for Fall 
weddings. Keep the 
public informed 
about your fine selec- 
tion for all occasions. 





2 Do not forget 

your repair 
department in your 
advertising appeal. 
Call attention to your 
special facilities for 
modernizing old 
JEWELRY and to your 
+ WatcH and CLock 
service. Link adver- 
tising with your win- 





2 The first day 


of Autumn. 


Make it a special 
sales day in your ad- 
vertising campaign. 


Feature quality and 
style and appeal to 
young folk to visit 
your store. Display 
Wrist WaTcHEs and 
BRACELETS in your 
windows. 


2 A hunters’ 

window display 
for today. Fall foli- 
age, flowers and rus- 
tic features as a back- 
ground for hunters’ 
requirements Show 
COMPASSES, STRAP 
WATCHES, etc. A 
neatly framed hunt- 
ing scene may be 


added if desired. 


y. 4 Make a special 

display of 
party favors and 
prizes today. Adver- 
tise your store as 
headquarters for the 
best selection of 
Brivce Prizes. A 
special letter today 
will create wider in- 
terest in your offer- 
ings. 





dow displays. 
Are you fol- 


25 lowing up 


your birthday and 
wedding anniversary 
lists carefully? A let- 
ter to him may mean 
a gift for her and a 
sale for you. Sug- 
gest WaTCHES, JEw- 
ELRY and _  SILVER- 
WARE in your letter. 


a 


a 


2 Saturday 

should find 
you ready for a week 
end sales drive. A 
special fine STATION- 
ERY window today 
with FouNTAIN PENS 
and Pencits, Desk 
Sets and Lamps will 
draw attention and 
trade. 








2 Advertise a 

‘“*blue Mon- 
day” sale for today. 
Select a number of 
articles from differ- 
ent merchandise 
groups. Offer two at 
the price of one for 
two hours only dur- 


ing the afternoon. 
Close the sale 
promptly. 





2 Keep up your 

contact with 
the young folk in 
your selling territory. 
A letter today to 
prospects will inter- 
est them in your mer- 
chandise. Suggest 


gifts for their par- 
ents and friends. Cul- 
tivate their friend- 
ship. 








3 The last sell- 

ing day of the 
month. Feature fine 
sterling and enamel- 
ed TOoOILETWARE and 
NOVELTIES _ today. 
Show articles on a 
dressing table in 
your window display 
and advertise new 
designs. 





October is just ahead. Plan to make it a 
profitable selling month by accepting every 
opportunity offered to promote your mer- 
chandising campaign. Build business around 
local sports events by getting after the trophy 
business now. Call your sales force together 
and ask for selling suggestions. Offer a cash 
bonus for the best sales record during the 
coming month. Plan your newspaper and 
direct mail advertising campaign now. 
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Posed by Mary Lange, “Ziegfeld Follies” 


Pastel Ice Satin and Rich Velvets 


By MADAME HAMILTON JEFFRIES 


Second Empire themes are now exploited in all lines of wear- 
ing apparel. The acceptance of these fashions by the American 
JEWELED buyers in the French markets has made a definite trend in the 
day and evening fashions for the next twelve months. 
AFTERNOONS Women are not buying in the same price ranges that they 
have heretofore, but they are buying style plus values. 
Soft opaque satins in creamy tones are heralded for the 
winter as are the black and white combinations. 
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Winter Background for Jewels 


Because of the beauty of rare and rich precious jewelry 
these satin and velvet evening ensembles make a fitting back- 
ground. 
In the illustration at the right one may note that three 
impressive pieces are as much as the smart woman wears. 
The same woman wearing the same frock may present an JEWELED 
entirely different air by using a younger and more youthful 
collection of jade with a suggestion of platinum or gold as 
shown in the illustration at the left. The more girlish idea is EVENINGS 
expressed by the use of the four arm bracelets and the chic 
antique earrings. 
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PROVEN PROFIT 


iaider customers of Roy, Inc., 
Boston, Mass., receive a book of ten coupons. The story 
on the front cover gives this explanation: 


$20 CasH FoR You 


“For each friend you recommend to us who will 
open an account for $15 or over at this store we will 
pay you $2 in cash, or credit your account with $2. 

“Coupon must be presented at time of purchase. 
Commissions will be paid on new accounts only. 

ROY, INC. 
33 Winter Street, Boston, Mass.” 
The inside front cover reads as follows: 
“RECOMMEND Your FRrienps To Us! 

“Tell them to come in and buy their merchandise 
here. As soon as they open an account at this store 
for $15 or over, we will allow you $2 for each one of 
these 10 coupons. Give them to your friends. We 
will furnish you with more books upon request. 

“This Book Worth $20 Cash To You.” 

The inside back cover carries the following: 
“Our Prorir SHARING PLAN 

“Continue to earn money by sending us new cus- 
tomers daily, we will make it worth your while if 
you keep on sending your friends to this store. 

“You get $2 for every person you send into this 
store to open a charge account for $15 or more. 

“When you have used up this book of 10 Coupons 
come in and get another book. These are free for 
the asking. 


Keep up the Good Work! 


As a coupon is filled, it is torn out, given to a friend 
who presents it at the store. A stub is retained in the 
book for the holder’s reference. 

This form of advertising seems to take very well. Care 
is taken in seeing that coupon books are only given to reg- 
ular customers. Fully 90 per cent of the money paid for 
these introductions is used by customers in applying it to 
their accounts. 


Keep on Earning!” 
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These are practical days. Ideas that wil 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
State in the Union. 


An attention-gripping window 
display used by Finlay-Straus, Inc., in its 1670 Broadway, 
New York, store in connection with a special sale of 
jewelry and watches was :ecently noted. In one window 
devoted to the display of fine jewelry a card board book 
was displayed and labeled the “Family Album.” On one 
of the open pages was shown a wide gold wedding ring 
band and the gold diamond set engagement ring styled in 
the period of 50 years ago. On the opposite page was 
displayed a modern narrow gem studded platinum wed- 


ding ring and a beautifully set platinum engagement ring. 
The accompanying text on the pages called attention to 
the changes 50 years had brought about. In the watch 
display window an old fashioned keywinding watch and 
a modern thin model pocket watch were similarly con- 
trasted. 


ae 
es, sir, we sold twelve 
cocktail shakers before 11 o’clock on the morning of the 


Dartmouth game!’’ So says Leonard Polk, retail jeweler 
at 1002 Chapel St., New Haven, Conn., telling the results 
of his sytematic advertising policy in building business 
with the college men of Yale University. 

He considers that every man who comes to Yale to 
study is a potential customer for four years and worth 
going after. This jeweler, therefor, doesn’t wait for the 
student to arrive at Yale, but makes him “Polk-jewelry- 
conscious” while getting ready for the university. There 
are several preparatory schools in the environs of New 
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MAKERS 





By 
Harry R. Terhune, 
Field Editor 


That Will Help Speed Up Early Fall Business 


Haven, the graduates of which almost all go to Yale. 
Mr. Polk advertises in the school papers of these institu- 
tions, wording his copy so as to reflect the spirit of the 
various events throughout the school year. This leads 
to some sales direct from the preparatory schools, but 
the main purpose of these advertisements is get and keep 
the business of these boys when they enter at the uni- 
versity. Upon their arrival there, the reiteration of Polk’s 
48-hour watch repair service, of Polk’s store as a reliable 
source of all the collegiate requirements in jewelry begins 





again in the Yale Daily News. ‘This paper is used several 
times during the week with changes of copy at each in- 
sertion. 


Fie credit department 
of a large eastern jeweler is killing two birds with one 
stone in a form letter which it is sending to the husband 
of every woman opening a new charge account. It is 
making sure that the husband knows what wife is doing 
and also inviting him to be a customer by calling to his 
attention the things which appeal to men. 

The letter is sent to the business address which checks 
this for the store’s records and makes sure that the in- 
formation it contains is received by the one addressed. It 
reads as follows: 

“Dear Sir: 

“We are pleased to note that a charge account at this 
store has been opened for Mrs. Blank. 

“May we take this opportunity to suggest that this 
account should also be of advantage to you in supplying 
your personal needs? 

“Our store is well equiped to render you service in 
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many ways from lighters or trophies to practical advice on 
personal gifts. May we suggest that when you are in 





our vicinity that you drop in to have your watch ad- 
justed. No charge of course. 
soV7 - ” 
ery truly yours, 


An original diamond display 
idea worked out by an Illinois jeweler is giving consid- 
erable life and action to his show cases. It consists of a 
velvet covered base mat about 18 by 12 inches. Arranged 
on this base are small velvet covered individual pads, 
each holding two, three or four rings. “These separate 
pads are all part of a geometrical design which has no 
limitations as to the number of separate units which can 
be worked from it. ‘These can be in the shape of squares, 
or circles, with the smaller parts or segments used in the 
corners. 





Wedding Business in 
Every Month 


VERY month of the year creates 

a demand for engagement. and 
wedding rings as well as wedding 
gifts. For while June is the most 
popular month for weddings, the of- 
ficial statistics just issued on marriage 
licenses in 71 of the largest cities of 
the country in 1930 show that Au- 
gust is the next most popular month, 
September holding third place, and 
April, fourth. But even the least 
popular months (February and 
March) show many weddings. 

The latest statistics tend to em- 
phasize the position of June as a wed- 
ding month and there are very few 
sections in the country in which it 
does not hold the first place. In for- 
mer days there were cities in the 
south where June weddings were not 
as great in number as in other months 
but last year’s figures show no such 
condition. Some of the northern cities, 
strange to say, tell a different story. 
For example, in Worcester, Mass., 
August licenses amounted to 187 as 
against 164 in June, while in Yon- 
kers, N. Y., the May licenses were 
124 to 120 in June. Even in Boston, 
the June lead was not much, 805 
licenses being reported in May, 886 
in June, and 802 in August. 
| Many interesting comparisons can 
Ibe made by studying the marriage 
table shown on another page in this 
issue of THE JEWELERS’ CIRCULAR. 
Many of the smaller cities have not 
felt the effect of the financial de- 
pression and show exactly the same 
number of marriages as in more 
prosperous years. As a rule the de- 
cline is greater in larger centers. 

Taken as a whole, the licenses for 
1930 showed a slight drop over 1929, 
reports from the 71 cities showing 
334,370 licenses last year as compared 
with 382,132 the year before. But the 
variation is not uniform throughout 
the country. Despite the decline the 
statistics continue to show to the en- 
terprising jeweler that every month 


ACROSS THE 


remains a marriage month and there 
is business for him if he will go after 
it. 


The Fight Will Go On 


HE fight to legalize price main- 
tenance will go on despite the 
concluding report of the investigation 
of the subject rendered by the Fed- 
eral Trade Commission in June. In 
this report, as told in detail in the 
last issue of THE JEWELERS’ CIRCU- 
LAR, the Federal Trade Commission 
completely reversed its conclusion 
made in the preliminary report of 
Jan. 29, 1929, and expressed the be- 
lief that it would be difficult to pro- 
vide government regulation of price 
maintenance that would bring relief 
to makers of trade-marked goods, in 
justice to consumers and at the same 
time meet the tests of practical ad- 
ministration. 
But the sponsors of the Capper- 
Kelly Fair Trade Bill in both Senate 


_ 


T JEWELRY DISTRIBUTION 
BY RETAIL JEWELERS 


The Department of Com- 
merce Survey of the retail 
jewelry field made at the 
solicitation and with the co- 
operation of the American 
National Retail Jewelers’ As- 
sociation has provided in- 
formation of the greatest 
importance to retail jewel- 
ers. Questionnaires for this 
survey were sent to 6,084 
stores, all sizes of stores be- 
ing represented. About 31 
per cent returns were re- 
ceived—usable_ returns 
amounted to 1,259, slightly 
more than 20 per cent. This 
percentage is exceptionally 
high for returns in nation- 
wide surveys. Every state in 
the union was represented 
in the finally selected group 
of returns, the degree of re- 
turns from each being in 
direct proportion tothe rela- 











tive populationsof thestates. ; 
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and House mean to continue the fight. 

Senator Arthur Capper, sponsor of 

the Bill in the Senate has declared: 
‘There will be no let-up in the fight 
for this legislation in the next Con- 
gress. The business interests of 
the country demand this relief and 
I believe Congress will grant it 
after the issues have been fully 
and fairly discussed.” 

In a prepared statement, Represen- 
tative Clyde Kelly, sponsor of the 
Bill in the House, said: 

“The summary made public by the 
Commission carries so many incon- 
sistencies and mistaken views that 
it only confuses, instead of clarify- 
ing the issue. The situation re- 
mains today just as it was when the 
Commission undertook its investi- 
gation as far as the need for legis- 
lation is concerned. It is impera- 
tive that cut-throat competition, 
which means the death of honest 
business, be dealt with in effective 
manner,” 


Taxes on Chain Stores 


HE action of the United States 

Supreme Court in deciding the 
chain store tax law in favor of the 
State of Indiana by no means sounded 
the death knell of the chain store sys- 
tem, as indicated in some of the news- 
paper reports last month. It does 
seem to reverse the constitutional 
principle which has prevented drastic 
legislation against chain stores in the 
past, but in this particular instance 
the law which is upheld is not one 
which would either eliminate and, 
in fact, would hardly discourage the 
chain store system. Whether the court 
would apply the same reasoning to 
some of the proposed legislation in 
other states, which is distinctly con- 
fiscatory in its nature, remains to be 
seen. 

Under present conditions, we think 
jewelers and their organizations 
would be foolish to waste any time 
or effort in supporting proposed spe- 
cial legislation against chain stores 
without much more knowledge than 
they have at present of either the 
facts of the system they are fighting 
or of the legislation which is now the 
subject of agitation. 
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The Anti-Trust Laws 


ESTRUCTIVE competition is 

not only wasteful, but may of- 
ten demoralize an industry in part if 
not entirely. Often it is based upon 
and made possible by unfair business 
practices which tend to lower the 
moral standards of the whole indus- 
try. Elimination of such practices has 
become one of the chief problems of 
business, and as they can be dealt 
with only by group action the respon- 
sibility of action is often delegated to 
the trade associations. 

Marked progress has been made 
in some lines by these associations, 
but the ground gained must be held 
and much still remains to be done. 
What it will be possible to accom- 
plish now appears to depend to a 
great extent upon the anti-trust laws. 
The Sherman Act declares every 
agreement in restraint of trade un- 
lawful. No consideration is given to 
the reasonableness of the restraint. 

Since unfair business practices can 
be eliminated only by agreement; 
since their elimination may involve 
restraint of a type of competition, 
even though unfair; and since, as the 
law stands, this may be interpreted 
by the courts as an unlawful re- 
straint of trade; it appears possible 
that the anti-trust laws may stand as 
a barrier against an admittedly desir- 
able result. This is the main reason 
for the demand on the business world 
that these laws be amended. 

But questioning the effects of the 
workings of the anti-trust laws is not 
confined to business. In his last an- 
nual message to Congress, President 
Hoover, while declaring that he did 
not favor repeal of the Sherman Act, 
recommended that Congress institute 
an inquiry into some aspects of the 
economic working of anti-trust legis- 
lation. A resolution aimed toward an 
investigation of the laws and their 
enforcement has been introduced in 
the Senate, and Senator Norris, 
chairman of the Senate Judiciary 
Committee, which would probably 
conduct the investigation, is reported 
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Knowledge Is Power 





to be not opposed to it. Let us hope 
that relief is in sight that will permit 
our industries to eliminate destructive 
competition without fear of prosecu- 
tion under the anti-trust laws. 


A Word to the Wise 


ROM complaints that have been 

received both by THE JEWELERS’ 
CIRCULAR and by some of the busi- 
ness associations, it would seem that 
there are retailers who, in advertising 
diamonds are most careless in the use 
of terms of description. Particularly 
true is this in connection with the use 
of the words “perfect” and “blue 
white.” 

We would suggest to those jewel- 
ers who have been annoyed or in- 
jured by misrepresentation in adver- 
tising of this character that they call 
both to the attention of the offenders 
and to the papers in which the ads 
appeared the fact that the Federal 
Trade Commission has now finally 
passed and accepted in the trade 
Practice Rules for the jewelry trade, 
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certain rules that cover this subject 
thoroughly. Particularly applicable 
are the following: 


Rule 3.—To falsely describe 
any diamond as “perfect” 
which discloses flaws, cracks. 
carbon, spots, clouds, cloudy 
texture or blemishes of any 
sort when examined by a nor- 
mal eye under an ordinary 
diamond loupe with the ef- 
fect of misleading or deceiv- 
ing purchasers or prospective 
purchasers, is an unfair trade 
practice. 


Rule 4.—To falsely describe 
a diamond by the use of the 
term “blue white” in advertis- 
ing or selling it when the dia- 
mond viewed from the front 
and unset shows any tint of 
color other than bluish in 
clear daylight with the effect 
of deceiving or misleading 
purchasers or prospective 
purchasers is an unfair trade 
practice. 


A word to the wise is sufficient. 


















THE TWO MARKS 
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MARK UP 


By 
MURRAY 
.. 
FRENCH 


dd 
l; I do it I’m sunk; 


if | don’t I’m sunk!” Don Patty, the jeweler, shrugged 
a despairing shoulder as he appealed to the Old Veteran 
for advice. 

“If I reduce the prices on my present stock to meet 
the present market it will take all the possible profit out 
of the year’s business. If I hold prices up the old goods 
will be priced higher than the new and I’ll be all out 
of line with the trade—both bad.” 

The Old Veteran nodded. ‘First time in the history 
of the jewelry business. Don, you’ve got to readjust 
prices. People expect it; they have a right to. 

“But wait! While you’re discarding your old prices 
you must also discard your old ideas about mark up. 
Now, I’m not going to tell you what to do, but I believe 
I can lay out some of my peculiar ideas about mark up 
that will make things more clear. 

“Your problem is twofold—how much to mark down 
the old stock and how much to mark up the new. 

“T call them the two Marks brothers—Mark Up and 
Mark Down. Every jewelry family has them. Mark 
Up is a fine fellow. In fact, he is the Earning Power 
for the whole family. 

“But Mark Down is the Black Sheep. He is a great 
annoyance to poor little weazened up Profit, who is also 
supposed to belong to the jewelry family. 

“Now, Don, let’s forget for a minute we are jewelers. 
We'll do some plain arithmetic. Mark Up and Mark 
Down are not jewelry problems; they are arithmetic 
problems.” 

“Yes, and I’ll admit I know more about jewelry than 
mathematics,” Patty said. 

“Along with most other jewelers,” the Old Veteran 
agreed. “But let’s consider a remark I heard you make 
the other day. After wrapping up a purchase you said 
to your customer, “There you are. Fourteen dollars. 
The price on this is really fifteen, but to you, fourteen.’ ”’ 

“Sure I did,’ Don defended himself. “She didn’t quite 
like the price. Anyway, what’s the difference?” 

“Here’s the difference, young man: If you ordinarily 
make a net profit of 5 per cent then you must do an 
additional $20 worth of business to get that dollar back. 
If you usually make a 2 per cent profit you must increase 
your volume $50. 

“Maybe you’re going to make only 1 per cent this 
year. If so, you will have to sell an additional $100 
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BROTHERS 
MARK DOWN 











In this article “Old Veteran” tackles the problem 
of mark up and mark down and reduces it to a 
simple analysis, emphasizing its importance in every 
jewelry store. 

“Your problem is two-fold,” says Old Veteran, 
“how much to mark up and how much to mark 
down. | call them the two Marks Brothers,—Mark 
Up and Mark Down. Mark Up is a fine fellow, 
the earning power of the whole family. But Mark 
Down is the black sheep. He is a great annoyance 
to poor little weasened up profit, who is also 
supposed to belong to the jewelry family.” 











worth of jewelry to make up for every dollar of unneces- 
sary mark downs.” 

“You don’t say!” 

“So whenever you plan on lowering a price—hesitate 
an extra minute. Figure how much that mark down 
will amount to at retail. Then multiply that amount by 
anywhere from 20 to 50 and say to yourself, “That’s 
how much business I must do to offset this mark down.’ 

“The point is that every dollar in mark downs affects 
final net profits the full retail amount of the reduction. 


4d 
Chen: we think of 


mark downs in comparison to the total sales. If your 
volume was $100,000 and your mark downs $3,000 we 
may say you had 3 per cent mark downs. But suppose 
that business produced $5,000 profit. Had there been 
no mark downs the profit would have been $8,000. So 
in that case the mark downs might theoretically be said 
to have destroyed 3714 per cent of the profits. Quite a 
different sounding figure from 3 per cent of the sales!” 
“That is different!’’ Patty exclaimed. “So while I am 
revising my prices, believe me, I'll take no unnecessary 
reductions—just those I have to.” 
“And that’s only half the story, Don. Some of the 
most disastrous unnecessary mark downs are taken on 
| new goods—before they ever see the shelf. Voluntary 
) mark downs, I call them. 
“Remember this: Every dollar left off the original 
price inflicts the same consequences as a dollar taken off 
as a mark down later on. 








“Therefore, there is no difference whatever between 
the mark-up problem and the mark-down problem. One 

occurs when the goods come in, the other when they 
ZO out. 


‘Of course, a good share of your stock is pre-priced 
(Turn to page 123) 
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P. Buford Harris 


‘hhe most important, 
or rather the most annoying, position in a retail store is 
that of “‘contact man’ ;—the man whose duties consist 
of taking in and delivering the work, examining all work 
done, hearing and adjusting all complaints. His task 
is not only to satisfy the employer and keep the depart- 
ment running smoothly, but more important still, he 
must-satisfy every customer, no matter how unreasonable, 
and send him away smiling. For these reasons his posi- 
tion is a particularly important one—one that only a 
competent watchmaker and salesman can adequately fill. 

No, I am not speaking of two men. Salesmanship, like 
watchmaking, must be learned. The repair man has a 
service to sell. It must’ be sold as completely as any item 
in the store. First, he must sell his services to his em- 
ployer, then if he is worth his salt, he will continue selling 
this service to his customers. 

There are many types of customers. Occasionally one 
will pass his watch over and say: “Repair that. When 
can I get it?” 

Usually this is one to whom the service has been sold 
before. Then there is the customer who wants to know 


REASONING 








When we asked P. B. Harris if the accompanying 
article was written from actual experience he 
replied: “The article was written from personal 
experience and observation. For more than eleven 
years | have been associated with the jewelry busi- 
ness, in most every capacity—apprentice, second 
watchmaker and salesman, first watchmaker and 
last, head of the department. | have written little, 
but observed much, and every idea embodied in this 
article is one which | have tried.” 














just exactly what is wrong with the watch, what the 
charges will be, when he can get it, and for how long it 
is guaranteed. There is another type—the type that 
shops around for bargains, looking for the cheapest price 
regardless of workmanship. Then there is a fourth type; 
he wants to wait for the job for fear the workman will 
take out some of the “jools.” All of these types must 
be handled differently, and all can be handled successfully 
provided, of course, each type is handled properly. 


Baceoning more specific, 
let me give an example of just what I have in mind: 
Recently I was working with an excellent workman who 
was a poor salesman. I stepped out of the office for a 
moment and when I returned, he was waiting on a pros- 
pective customer. ‘This customer comes under the cate- 
gory of “shopper.” I observed that the workman looked 
the watch over without speaking. Locating the trouble 
almost immediately, he closed the watch with the curt 
remark: “Cost you five fifty.” 

“Great goodness! Your price is unreasonable,” com- 
complained the customer. Whereupon the workman 
handed back the watch, adding: “That’s what it’ll cost 
you.” 

I stepped forward, feeling confident that I could obtain 
the job. The task, however, was not so easy as I had 
contemplated. First, I asked the customer to let me 
look at the watch, then I began a friendly conversation. 
All the while I was looking at the job, I was letting him 
talk and I was listening, doing all that I could to make 
him feel that he was an old friend, so to speak. After a 
careful inspection, I completed my examiation and left the 
watch lying on my desk. Then I explained in consid- 
erable detail just what had to be done to produce a first 
class job, using technical terms of which I was sure he 
knew nothing. I explained every process through which 
it must go, from cleaning to regulating. I tried to im- 
press the fact that the job was guaranteed by us to give 
service for one year. And finally, when I saw that he 
was almost sold, I assured him that the price of $5.50 
was quite reasonable. Result: he left the job and is 
today a regular customer. A still more pleasant result: 
my fellow workman took a lesson and is now something 
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By 
P, BUFORD HARRIS 


of a salesman himself. "Tis a pleasant thing to be inde- 
pendent, but still more pleasing, I believe, to know you 


are helping make your department produce. 

By procuring that job, he and I worked out a little 
scheme that seldom fails to land a customer. It is a 
simple thing and may be emulated by anyone. When a 
new customer comes in I try to place him immediately. 
This is not so difficult if enough time is devoted to study- 
ing types. If I presume that he (or she) is a “shopper,” 
or a customer that will be difficult to land, I immediately 
pass the job over to my fellow workman, with the sage 
advice: “Look that over carefully and make a very close 
price.” While he is doing this I wait on other customers 
and ignore this one completely. If the workman can 
obtain the job, well and good; but if he fails to do so, 
he holds the customer for my return. Then the two of 
us put on our very best sales argument. Seldom, indeed, 
does a customer walk out on us. 


Seats the work is 
backed by a positive guarantee, will frequently bring the 
customer to a decision. At no time, however, should one 
leave the impression that the guarantee covers anything 
but the job done at this particular time. 

Keeping customers satisfied, as I have stated previously, 
is the most difficult task confronting the contact man. 
Upon him rests the responsibility of the department’s 
success. 

Recently a customer remarked: “One must have a lot 
of patience to work on those small bracelet watches.” 

“Not necessarily,” I replied, “but one does have need 
of patience to wait on 25 or 30 customers every day.” 

In addition to his other worries, the contact man must 
see that the work is done correctly—in this he must have 
the cooperation of his fellow workmen. If the work is 
done well, it is then entirely up to the contact man to 
see that the customers are so well pleased they return 
for future needs. To do all these things and do them 
well, one must have personality and salesmanship highly 
developed. This is not so difficult as watchmaking and 
should be a part of every workman’s training. 

Many workmen get the idea that when a job is repaired 
and adjusted, it is finished. For the workman, himself, 
this is frequently true, but when the workman’s task is 
finished the contact man’s task has just begun. For pur- 
poses of illustration I again refer to personal experience: 
A traveling man left with me a very old and quite ex- 
pensive American watch. He was to call within the 
week. I rushed the job into the shop and requested a 
Particular job. It came back to my desk and was timed 
closely. Weeks went by and the customer did not call. 
Seeing that the watch was in good condition I turned 
my attention to more important work and let the watch 
slip from my mind. Three months later the owner re- 
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REAPS REPAIR PROFITS 











“Keeping customers satisfied, is the most difficult 

task confronting the contact man. Upon him rests 

the responsibility of the department’s success.” 

The picture is an actual demonstration taking place 

in the Montgomery, Ala., jewelry store where the 
author acts in this capacity. 








turned for his watch. Much to my chagrin and amaze- 
ment, the watch was not running. Naturally, thinking 
that the watch was run down, I began winding, only to 
discover that the mainspring was broken. Since this was 
no fault of the customer—nor was it my fault, for the 
spring had not been replaced—obviously I could not ask 
the customer to pay for the spring. I had made a price 
when the watch was left, and of course he was right in 
expecting the watch to be in running condition. I apolo- 


(Turn to page 135) 











PERCY K. LOUD 








Insurance should be a contract, so simple that 
the jeweler could buy it knowing exactly what it 
covers before he has a loss. 

It is idle for the insurance company to argue 
that this can’t be accomplished. Lawyers are 
drawing contracts every day to cover any one of 
a thousand conditions and they seem to be able 
to do it, the reason possibly being that there is 
a lawyer on both sides of the fence. 

The only difference here to my knowledge is that 
there has never been a pclicy drawn that had a 
lawyer representing the fellow who was going to 


pay the premium. 
Fan, tat 








W. buy an insurance 


policy. We are delivered a piece of paper which evidences 
our investment that under certain contingencies and under 
certain conditions the insurance company will pay such 
and such money to so and so. But under what conditions 


does it pay and under what exceptions it does not, neither - 


you, nor the agent who wrote the policy, the company nor 
the adjuster who will settle the claim has more than a 
general idea! Truly he has not. As Elbert Hubbard would 
say, “We have come into the realm of conjecture and 
supposition !”” We do not know. 

Take any one of your policies at random and read it 
through. Ask yourself whether you understand every con- 
dition and clause and exception in that policy. I have 
before me an insurance policy which has in the main 
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WHAT | DON'T 
KNOW ABOUT 
INSURANCE 


by 
PERCY K. LOUD 


Secretary- Treasurer 
Wright, Kay & Co., Jewelers 
Detroit, Michigan 


document 204 lines of conditions. Some of these lines 
have three or even four exclusions each showing circum- 
stances under which the policy does not cover. And read- 
ing 204 lines finds the average conscientious man in a 
haze. Does the policy cover? I don’t know. 

A letter was sent out recently by one of the large 
reciprocal agencies in regard to insurance forms as used 
by “old line” companies. This is part of a very definite 
agitation for insurance reform. And in the background 
there seems to be the feeling on the part of insured that 
the situation in regard to insurance, if met at all, will 
have to be through mutual or reciprocal influence. While 
not wishing in any way to minimize the influence of re- 
ciprocal organizations I feel very strongly that nothing 
should be done that will in any way lessen the confidence 
of the public in insurance and the way it is written or 
adjusted. 

We must bear in mind that the present conditions have 
undoubtedly been bad for insurance companies in several 
directions. We are informed that the loss ratio for 1931 
will be a high one and funds to settle these claims must 
come out of investments which are selling at the lowest 
level in many years. Or at least if the claims are met 
from current income, it prevents companies from taking 
advantage of the current price levels to add to their in- 
vestment account. The easiest way the companies can 
meet this situation is through a less liberal attitude toward 
the interpretation of policy conditions as applied to losses 
which actually occur. What does this mean to those policy 
holders who have losses this year? I don’t know. 

The writer was informed recently by an adjuster for 
one of the largest casualty companies in the United States 
that the instructions given them were to take advantage 
of policy technicalities to a very great degree. It seems 
to me that the most constructive results that we can ob- 
tain from a conference between the insurance companies 
and a group, such as the jewelers, would be a study of 
these forms and the interpretations which have been 
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If you are forced to open your front door after 
which burglars blow the safe is it a burglary or a 
hold up? 

What is a windstorm? Cyclone? Tornado? 

Just when are you covered against lightning? 
What is lightning? 

What happens if you change wording of one 
policy without a similar change in wording of all 
the other policies which you may carry? 

What is Riot? 

What is Cash Value? 

Is a bomb explosion ever accidental? 

If your policy covers lightning and you buy an- 
other which does not cover lightning, what hap- 
pens to your first policy? 








placed on the conditions by the companies themselves for 
the benefit of their adjusters. 

After all, a policy is only a piece of paper. It is based 
entirely on the confidence in the company that a loss will 
be paid when it occurs. Some of these losses are in their 
nature prime facie claims under the policy. Some—but 
very few. For we must bear in mind that the insurance 
companies must necessarily hedge their policies about with 
some conditions that will prevent, so far as possible, the 
operation of fraud. 





A triend of mine 


had a fire in his home. He had, as required, one policy 

covering building and another covering furnishings. 

Although the rate is the same, the companies will not 

write them any other way. Why? I don’t know. 

In making up his list, in view of the fact that his 

rugs were all /oose rugs, they were part of the contents, 
(Turn to page 137) 
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ORGANIZED 
STOCK COMPANY — CASH CAPIFAL. $24.000.000 


fihereas 











hereinafter called the Assured, h 
day of which i 
hereby agreed to be the basis of th ~ d statement 


contained therein. 










stated, and to an Amount 
in specified, and upon the 


he term of t 











and ends at noon on the 
Standard Time at place q 
The Maximum Amount i 
and the Premium therefo 


The fo me ty insur 
beers inum, other precious 
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This policy covers loss of 
except as hereinafter ment: 


seal! autech for say shortage ced 
reat with seals for the less 
iBepection isa the Consiguee before ry 





¢ for 
ccamay axguehh ches tons by any Express Liae = 2 COD with 


















‘he Assured shall bear at his or —. hong risk twenty 

their 8 resulting fram .win smas' 
The maximum liability of this ‘Gane’ is hereby lim 

(a) Im respect of any one loss of property in transit 
traveler, salesman, other employee or messenger} 


Bt. (20%) of each and every claim for loss of stock from his or 


lcastody of any one member of the firm, officer of the Corporation, 


Dotlars 
(b) In respect to any one loss occurring elsewhere t the Agsured’s premises and not included in clause (a) above is 
limited to Dollars 

bis Agreement, however. is subject to the fogh 
a as conditions preredent to any recovery 

Claims in respect of loss of or damage to pledged 

accrued interest at legal rate. 

The Company shall not be liable beyond the ag 
or damage shall be ascertained or estimated accor 
caused, and shall in no event exceed 
pers or lists existing at the time the loss occurred ; 
Any antiquarian or historical walue attaching to the 


ing conditions and provisions which shall be con- 
nited to the amount actually loaned and unvaid plus the 


p ty z = time of any loss or damage and the joss 
deduction for an however 
ty in oi Kocered's & inventories, stock books, = A ma 
ce the same with material of like kind and qu: 
d from the estimate of loss or damage. 

In case of loss of property of others (insured for loss of which claim is made upon the Com- 
pany, the right to adjust such loss with the owner or 


the Assured. The Company, however, shall not be liable for any amount im excess of the actual cost of the said property te the 
owners or owner thereof, but in no event is this Company liable for more than the maximum amount insured hereunder. 

















J. HERBERT HALL 


PERCY K. LOUD 


JOHN ENRIGHT 





CONVENTION CALL 


Tinton: 


widespread interest in the 26th annual convention of the American National 
Retail Jewelers Association to be held at the Book-Cadillac Hotel, Detroit, the 
week of Sept. 13 is indicated from the replies received to a telegraphic survey 
sent out by THE JEWELERS’ CiRCULAR to prominent jewelers in all sections of 
the country. 

In response, telegrams and letters from the Pacific Coast east expressed much 
interest in the general activities of the convention and offered many constructive 
suggestions. Many of the jewelers are interested in a careful study of the whole- 
sale-retailing evil, in advertising, merchandising and research work, the jewelry 
fashion clinic and cooperation with silverware manufacturers in maintaining 
retail prices on standard merchandise. 

Here are some of the replies received to THE JEWELERS CIRCULAR telegram: 


PASADENA, CAL., AUG. 6. 
FOR THE INDIVIDUAL JEWELERS INTEREST AND SUCCESS AS 
WELL AS THAT OF THE ORGANIZATION IT IS VERY ESSENTIAL 
THAT EVERY JEWELER WHO IS PHYSICALLY ABLE SHOULD 
ATTEND OUR NATIONAL CONVENTION. NO JEWELER CAN ATTEND 
A CONVENTION WITHOUT BEING HELPED AND HE SHOULD GO 
PREPARED TO CONTRIBUTE HIS BIT IN EVERY WAY THERE IS 
AN OPPORTUNITY. THEN THE WHOLE INDUSTRY WILL BE BENE- 
FITED. I TRUST JEWELRY STYLES AND ADVERTISING WILL 


BE GIVEN A CONSPICUOUS PART IN PROGRAM. 
J HERBERT HALL. 


BOSTON, MASS., AUG. ll. 
EXPECT TO ATTEND CONVENTION. INTERESTED IN GENERAL 
ACTIVITIES OF ASSOCIATION, FASHIONS, ADVERTISING AND 


MERCHANDISING FOR JEWELRY BUSINESS. 
FREDERICK W BIRD. 


CHICAGO, JULY 31. 
ANSWERING YOUR WIRE WILL ATTEND DETROIT CONVENTION. 
AM INTENSELY INTERESTED IN ADVERTISING MERCHANDISING 
AND RESEARCH WORK. JEWELERS SOME HOW WILL HAVE TO 
SPEND MORE MONEY TO GET PROPER INFORMATION. WILL THEY? 
WM. GIBSON. 











DETROIT, MICH., AUG. 4. 
CANNOT OVERESTIMATE IMPORTANCE OF APPROACHING CON- 
VENTION. NOW AS NEVER BEFORE JEWELERS NEED EACH OTHER'S 
COOPERATION. ONE CONSTRUCTIVE SUGGESTION OR IDEA MAY 
EASILY BE WORTH THE EXPENSE OF THE TRIP. I AM PAR- 
TICULARLY INTERESTED IN A CAREFUL STUDY OF WHOLESALE 
RETAILING EVIL, ONE PRICE MAINTENANCE AND A THOROUGH 
INSURANCE INVESTIGATION. P K LOUD. 


PROVIDENCE, R. I., JULY 31. 
BENEFITS THAT WILL BE DERIVED FROM ATTENDANCE AT 
DETROIT CONVENTION WILL BE THIS YEAR PARTICULARLY OF 
INESTIMABLE VALUE TO EVERY JEWELER LARGE OR SMALL. 
METHODS OF MAINTAINING VOLUME AND REDUCING EXPENSES 
MOST IMPORTANT SUBJECTS FOR DISCUSSION. 
TILDEN-—THURBER . 


MOLINE, ILL., AUG. 5 
AM PLANNING TO ATTEND THE JEWELERS CONVENTION IN 
DETROIT. AM INTERESTED IN PRICE STABILIZATION AND 
MAINTENANCE, ELIMINATION OF WHOLESALE RETAILERS OR SO 
CALLED INDUSTRIAL JOBBERS, ALSO METHODS OF ADVERTISING 
AND GENERAL SALES PROMOTION. FROM PERSONAL CONTACT 
WITH THE MEMBERS THIS. CONVENTION SHOULD ATTRACT. I 


HOPE TO GET MANY CONSTRUCTIVE IDEAS. 
C I JOSEPHSON. 
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ATTRACTS LEADERS 


] MILWAUKEE, WIS., JULY 31. 
A BIG QUESTION TO BE DISCUSSED IS WHY DONT MANY RETAIL 


« JEWELERS COOPERATE WITH THE SILVER MANUFACTURERS IN 

y MAINTAINING RETAIL PRICES ON STANDARD MERCHANDISE. 

f IT IS DEPLORABLE YET TRUE THAT COOPERATION AMONG RE- | 
TAILERS IS IN A DEPLORABLE STATE. THEY ARE CONSTANTLY : 

h CRITICISING WHAT OTHERS ARE DOING AND WE THINK THAT 

e THE BIGGEST TROUBLE IS RIGHT AMONG THEMSELVES. 





.- BUNDE & UPMEYER CO. 





y DULUTH, MINN., AUG. 11. 
AM VERY MUCH INTERESTED IN ANY ACTIVITY THAT WILL WILLIAM H. UPMEYER 
STIMULATE THE JEWELRY BUSINESS AT THIS TIME. WILL 
‘ MAKE A DETERMINED EFFORT TO ATTEND CONVENTION. AM 
INTERESTED IN THE IDEA OF JEWELRY FASHION CLINIC AND 
ADVERTISING. 
CASSIUS BAGLEY. 





PHILADELPHIA, AUG. 11. 
BETTER IDEAS ARE NEEDED TODAY. EDUCATING THE PUBLIC 
TO KNOW OUR MERCHANDISE BY EXHIBITS, FASHION SHOWS AND 
LECTURES ARE NECESSARY. THE ANNUAL CONVENTION ALWAYS 
TEACHES ME MANY NEW IDEAS. TO ME THE NATIONAL CON- 
VENTION IS THE GENERAL SUMMER COURSE OF THE JEWELRY 
INDUSTRY. 

JOHN D ENRIGHT. 





AUSTIN, TEX., JULY 31. Le 
AM INTENSELY INTERESTED IN THE COMING NATIONAL CON-— 
VENTION AT DETROIT AND WILL ATTEND. RAPID CHANGES NOW WILLIAM GIBSON | 
TAKING PLACE IN OUR INDUSTRY SHOULD MAKE THIS CONVEN-— | 
TION ONE OF VITAL IMPORTANCE TO EVERY RETAIL JEWELER 
WHO DESIRES TO PROSPER. I PREDICT A RECORD BREAKING 
ATTENDANCE. MORE SALES IS THE ESSENTIAL FACTOR TODAY 
AND SUBJECTS BEARING DIRECTLY THEREON SHOULD BE GIVEN 
NINETY EIGHT PERCENT CONVENTION TIME. EXISTING CON- 
DITIONS JUSTIFY THE ELIMINATION OF SECONDARY AS WELL 
AS MINOR MATTERS. 

E J PALM. 





TULSA, OKLA., JULY 31. 
BY ALL MEANS THE A.N.R.J.A. SHOULD BE THE BEST ATTENDED 
S OF ALL CONVENTIONS. CONDITIONS ARE CHANGING RAPIDLY 
IN THE RETAIL FIELD AND NEW MERCHANDISE IDEAS ARE AND 
WILL BE CREATED TO MEET THE NEW CONDITION WHICH NOW 
EXISTS. NOW IS THE TIME OF ALL TIMES FOR JEWELERS TO 
STICK TOGETHER. ALL JEWELERS SHOULD MAKE EVERY EFFORT 
POSSIBLE THIS YEAR OF ALL YEARS TO BE IN ATTENDANCE. 








I. J. C. Holland, San Angelo, Tex., writes that he hopes for the greatest 
attendance ever recorded. ‘“‘While most jewelers are having slow business, 
there is no better time to get away from business and shake the rust from your 
brains and legs and go to Detroit in the hopes of rubbing elbows with some one 
who has one good idea. I have never failed to get a good idea from the 
conventions, whether it be State or National, and I always look forward to 
going,” he adds. 


A. C. Hentschel, Milwaukee, writes, in part: “I feel the necessity of attending 
this year’s convention more strongly than any preceding one. If there ever 
was a need for a strong, virile and fearless National Association representing 
the jewelry industry the time is now. 





Alvin Magnon, Tampa, Fla., says that every jeweler who can should be in 
Detroit. A. C. HENTSCHEL 
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Washington 
Boulevard—a 


male et ULOmMmO b | | e 
to Welcome 


Marvel City of Motor Industry 


for Convention Visitors During 


Left—A 
portion of 
Cadillac 
»quare, an 
important 
downtown 
center 


When the jewelry 


trade meets in Detroit the week 
of September 13 for the 26th an- 
nual convention of the A. N. R. 
J. A., the Book-Cadillac Hotel 
will be headquarters for repre- 
sentatives of all branches of the 
industry and plans already well 
under way promise a gathering 
which no forward looking mem- 
ber of the industry can afford to 
miss. 

Detroit offers so many attrac- 
tions as a convention city that a 
review of them all is impossible 
at this time. As the world’s center 
of the great automotive industry, 
Detroit has developed, in the 
space of a comparatively few 
years, from an ordinary middle 
class city into a great Middle- 
Western metropolis teeming with 
traffic, tall buildings, great in- 
dustrial plants and imposing re- 
tail establishments. 

Today it stands the fourth city 
of the nation with a population 
of close to 2,000,000 people. For- 
tune made it the automobile capi- 
tol of the world, but with this 
industry has come others, and it 
now counts 2,435 concerns pro- 

Airplane view of East side showing Bell Isle in the background ducing a wide variety of prod- 
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Below—Woodward 


Metropolis ** | 
ewelry Trade 


Offers Many Attractions 
) Week of September 13 






Right— 
Woodward 
Avenue at 

Michigan 


ucts. Of the number, 759 have 
come tn Detroit in the past 10 
years. 

It is more than a big industrial 
city. It is a city of beauty with a 
towering broken skyline, a city 
of colleges and universities, of 
libraries and art galleries. It has 
625 churches, 37 hospitals, 50 
public parks and two zoological 
gardens, municipal golf courses 
and other recreational centers. 


Detroit has invested 
$25,000,000 in aircraft indus- 
tries. Fifty-seven concerns are 
engaged in airplane manufactur- 
ing. The annual payroll in 
this industry totals $3,350,000. 
There is a municipal airport, a 
Wayne County airport and sev- 
eral private landing fields in ad- 
dition to the Government port on 
Grosse Ile and several others. 

The motor city has increased 
in population 100 per cent every 
ten years for the last 100 years. 
It is one of the most popular 
convention and tourist cities 

It is an ideal convention city. 
Plan now to visit Detroit during 


the A. N. R. J. A. convention. 


~~. 
ee cto 


Bird's eye view of downtown Detroit and river front 
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IM TELLING YOU- 


FACT OUTRUNS FICTION 


THY OWN SHALL COME BACK TO THEE. 


v . 
oe t ene: H.F. UNDERWOOD, JEWELER OF PALATKA, FLA, 
Sar DISDAINING GOLF AS AGAME TOO SIMPLE FOR HIS 
ATTAINMENTS, SOLD A GOLF TROPHY TO THE LOCAL 
GOLF CLUB FOR THE ONCOMING TOURNAMENT, BUT 
WHEN THEY OFFERED HIM THE DUFFER’S HANDI— 
CAP, HE BORROWED A SET OF CLUBS, WADED 
- THROUGH ALL COMPETITION AND WON His 
OWN CuP, 








= y: 
SCULPTOR RISES FROM THE RENCH. 

THE GENIUS OF GEORGE GREY BARNARD,WORLD FAMOuS 

SCULPTOR , WAS DISCOVERED AT THE JEWELERS’ RENCH. 

AS A ROY OF 14 TO PLEASE HIS FATHER HE BECAME APPRENTIC- 

ED AS AN ENGRAVER TO 0.8. TERRY, AN OHIO JEWELER, AFTER 

A FEW WEEKS OF WORK THE YOUNG MAN HAD MADE SUCH 

A COSTLY FAKE. PROGRESS THAT TERRY, ALTHOUGH AN ENGRAVER OF 30 YEARS 

COUNTERFEIT COINS WERE ONCE MADE OF STANDING, THREW DOWN His TOOLS VOWING NEVER TOENGRAWE 
GENVINE PLATINUM, THE AMERICAN NUM(S- AGAIN, UPON THE TERMINATION OF HIS APPRENTICESHIP, AFTER 
MATIC SOCIETY HAS SEVERAL OF THESE amie OF SELF DENIAL IN A CHICAGO ART SCHOOL, THE 
‘cian we” IN ITS COLLECTION, OUNG SCULPTOR WENT To PARIS, WHERE HE GAINED FOR 
IMITATIONS Ss HIMSELF A WORLD-WIDE REPUTATION. 


THE SAME TWO GASEOUS ELEMENTS 
(HYDROGEN & OxvGEN) WHICH COMBINE 
AND FORM WATER 


WILL WHEN 

COMBINE DB UNDER. 

PRESSURE DEVELOPE 
A FLAME WITHA 
HEAT SUFFICIENTLY INTENSE 
TO FUSE \RIDIO —-PLATINUM AND 
OSMIRIDIUM. 


| ANOTHER TEAPOT PROBLEM. [PR ase A 
TO ENGRAVE TEA SETS PROPERLY, THE JEWELER ' 
MUST KNOW WHETHER THE BRIDE TO RECEIVE THE 


SET IS RIGHT OR LEFT HANDED. THE ENGRAVING 
ON THE TEA POT SHOULD ALWAYS FACE “THE 177 POSTST, SAN FRANCISCO 


GUEST WHEN THE HosSTESS IS SERVING. 
Do You Know of any Unusual Facts of 
Interest about Jewels and Jewelry -? (F 


50 SEND THEM To 7h JEWFIFRS CIRCULAR 
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KD 
ADVERTISING 


opens September 12 in the Saturday 
Evening Post ... Read the first 
advertisement, of interest 
to every jeweler! 


owe BLUEBIRD... 


I. Alberts’ Sons, Inc. S. H. Clausin & Company DIAM O ND RI N GS 
Boston, Massachusetts Minneapolis, Minnesota er they’re perfect 
E. Bastheim Company A. G. Schwab & Sons 

| Los Angeles, California Cincinnati, Ohio 

| Bauman-Massa Jewelry Company Stein & Ellbogen Company Maurice J. Walsh, Ltd. 





St. Louis, Missouri Chicago, Illinois Toronto, Canada 





THE JEWELERS’ 


CIRCULAR 


~ “When it comes to 
HORSESHOES 


Ml 
. . count us out! 
says FRANK J. TURNER 


Frank J. Turner of the W. T. Hixson Co., 
El Paso, for many years one of the leading 
jewelers in Texas and Gruen Guild members 
of long standing. 





GOOD fight for business is all 
§|tight —as long as it’s accord- 
ing to Queensbury rules and 
out in the open. 











“But when it means standing up to the 
catalog wholesaler who packs a horseshoe 
in his glove, count us out. And count us 
out before the bell rings. We have enough 
competition from legitimate retailers with- 
out taking on this murdering kind. 


“I think this fake wholesaler is the great- 
est menace to the jewelry business today. 
He’s a parasite living on brand names that 
have been established by retail jewelers. 
His existence is possible only because some 
unprincipled manufacturers will sell out 
these same jewelers to get volume. 


‘This type of manufacturer sells his prod- 
uct through bogus wholesalers, knowing 
full well that it means direct cut-price 
competition for his jeweler customers 
and a quick demoralization of retail prices. 


‘He doesn’t deserve the support of the 
legitimate jeweler. And he doesn’t get ours. 


‘We back manufacturers who control our 
competition — not those who deliberately 
expand it! With a line such as Gruen 
Watches, we compete with only a few stores 
like our own. We feature such merchandise 
fearlessly — without acting as a sample 
case for the industrial catalog house or 
retailing wholesaler. As a result the public 
understands there is one price for a Gruen 
Watch.”’ 
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HEART of DETROIT 


i FORT SHELBY is located in the center of ‘““downtown” Detroit. 






It is just around the corner from the Union Station, serving the 





Pere Marquette, the Wabash, the Pennsylvania and Baltimore and 






Ohio Railroads. No other large Detroit hotel is so near the Michigan 






Central Terminal, the principal airports, or steamship piers. 4 The 






shopping, theatre, financial, insurance and wholesale districts are 






practically at its door. Hotel Fort Shelby is known the world over 






for its luxurious, commodious rooms ... its inviting lobby ... its 





tempting, delicious food... its attractive rates and informal hospi- 






tality. 4900 units . . . all equipped with servidor and private 






bath. Rooms as low as $3.00 .. . suites $10.00 and upwards. 







Motorists are relieved of their automobiles at the 

door without service charge. Write for free road 

map, and your copy of “‘Aglow with Friendliness,’’ 
our unique and fascinating magazine. 


wa tort She 


“AGLOW WITH FRIENDLINESS” 
E. J. BRADWELL, Manager 


DETROIT 




























ALL MICHIGAN WELCOMES JEWELERS 


cd 


Governor Wilber M. 
Brucker 











To the Members of 
The American National 
Retail Jewelers Association 


August 12, 193]. 


Gentlemen: 

The State of Michigan joins with the City of Detroit 
and others in bidding your convention welcome. Dur- 
ing your stay here you may be sure of finding us 
delighted to give you the best we have. 

| feel certain that the characteristic hospitality of 
this State will do much toward making your visit one 
that you will long remember. 

Rest assured that our citizens will convey to a 
delegation such as yours the true friendliness of 
Michigan. Sincerely yours, 

Wilber M. Brucker, Governor 


Ben Stocker 





ae 


Detroit, Mich., Aug. 10, 1931. 

To my associates among the officers and members 
of the Michigan Retail Jewelers’ Association, as well 
as to myself, it is a pleasure to welcome you to the 
26th Annual Convention of the American National 
Retail Jewelers’ Association the week of Sept. 13. 

| have received letters from jewelers throughout 
the State who will join in welcoming you. 

Yours sincerely, 
Ben Stocker, 

President of the Michigan 
Retail Jewelers’ Association. 
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Mayor Frank Murphy 
of Detroit 











To the Members of August 12, 1931. 
The American National 


Retail Jewelers Association 


Gentlemen: 

May | take this opportunity of extending to your 
convention some measure of the warm feeling of senti- 
ment this city feels as your host. 

In this welcome hereby extended to you, | am sure 
you will find a glint of the real hospitality that Detroit 
feels for your organization. 

A delegation such as yours coming to this city finds 
us sincere and willing to do everything possible to 
make your stay with us something you may long 
cherish. Sincerely yours, 

Frank Murphy, Mayor 


Paul C. Sinz 





Detroit, Mich., Aug. 11, 193). 

On behalf of the Greater Detroit Retail Jewelers 
Association | wish to extend to the American National 
Retail Jewelers Association a cordial and hearty wel- 
come. 

It is every jeweler’s duty to be at this convention 
and learn what is being done for him by this wonderful 
organization. 

Sincerely, 
Paul C. Sinz, 
President of. the Greater Detroit 
Retail Jewelers Association. 
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Demands That You 
for the National 


NEW LINES NEW 


The exhibits will comprise a consolidated market 
of jewelry lines offering the most varied selection of 
merchandise ever assembled in one place at one time. 
Nowhere can you compare so many lines and styles 
as in Detroit. 


A BUSINESS STIMULANT 


Vigorous presentation of successful merchandising plans by 
jewelers of proven leadership. 


CERTIFICATE PLAN 


Buy your railroad ticket on the certificate plan. 150 of these 


secure half fare on your return trip. 
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STARTS Ar 


| BUSINESS 


put Be in Detroit 
ial) Convention 


w} PRICES NEW METHODS 


JEWELRY TO BE ESTABLISHED IN STYLE 
PICTURE 


A definite authoritative style analysis will be made at the 
convention under the leadership of 20 successful merchants in 
the jewelry trade. It is intended that this report be used as 
an official style chart showing the coordination of jewelry 
and dress. This will be the first fashion clinic ever held in 
the jewelry trade. 


PAGEANT OF JEWELS 


The months of the year, dressed in jewels, will promenade 
the dais in the magnificent fashion jewel pageant. Begemmed 
splendor will foretell the vogue for 1932. 
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An Appeal to Parents 


that will bring you extra watch sales this fall 


O PARENT wants his son or make many extra watch sales this 

daughter to be handicapped at summer and fall. Elgin has prepared 
school. And certainly to be without this beautiful display to help you 
a watch is a handicap. This is a_ tie in with the “back to school” 
splendid appeal on which you can appeal. Feature it strongly. 


ELGIN NATIONAL WATCH COMPANY 


35 East Wacker Drive, Chicago 



























An important feature 
of the 26th annual convention of the American National 
Retail Jewelers’ Association at the Book-Cadillac Hotel, 
Detroit, the week of Sept. 13, will be the Jewelry Style 
Clinic directed by Madame Hamilton Jeffries, New York 
stylist. Madame Jeffries will come to the convention 
with the latest Paris cables on style trend for the coming 
fall and winter and will explain the fashion picture in its 
relation to jewelry. 

A general question and answer discussion will be open 
to all manufacturers, wholesalers and retailers and the 
style committee, after considering the discussion, will 
report back its findings which will be broadcast to the 
entire jewelry industry and the country at large through 
the Associated Press. 

The general plan to be followed out will be to have a 
large chart on an easel with crayon drawings of neck 
lines, waist-lengths, skirt-lengths and the general details 
entering into the present style vogue. Merchandise ob- 
tained from leading woolen, silk, hosiery, shoe and mil- 
linery houses expressing the advanced trends, with par- 
ticular relation to coordination of colors, will be used by 
Madame Jeffries in bringing out the relation of styles in 
dress to the appropriate jewelry. For example, deep 
browns are in the picture for this fall with orange, bright 
green or lobster pink accessories. 

Witherbee Black of Black Starr & Frost-Gorham, Inc., 
New York, in commenting on the style clinic said: 

“T really think that it will be a great advantage for 
jewelers to get together and decide on some scheme of 
style publicity. A coordinated effort to arrive at some 
agreement as to jewelry styles has never before been at- 
tempted and the style clinic planned for the convention at 
Detroit should be of benefit to all concerned. The pub- 
licity derived from such a conference will also be of value. 
There are a certain number of people who are always in- 
fluenced by the dicta of a group such as this jewelry 
style clinic will be and much of its importance lies in the 








Great importance is attached 
to the Jewelry Style Clinic 
by Witherbee Black of Black, 
Starr & Frost-Gorham, Inc., 
who is vitally interested 
and will participate in the 
discussions. 
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Jewelry Style Clinic 


New York Stylist to Conduct Open Forum on Fall 
and Winter Dress Fashion Trend and Its Relation 
to Jewelry at A. N. R. J. A. Convention 

















Madame Hamilton Jeffries 


fact that the results of the conference will be made 
public. 

“The fact that the conference will be conducted under 
the direction of a competent fashion expert who will be 
able to present the much-needed woman’s point of view 
should contribute to its success. A knowledge of the 
fashion in gowns is essential to intelligent planning of 
jewelry styles and the jeweler must take his lead from 
the dressmakers. Color—not so important years ago, is 
now becoming a governing factor in the sale of precious 
stones. The fact that red was a fashionable color for 
evening gowns not so very long ago led to a very material 
advance in the popularity of rubies. Likewise, with the 
coming in of the Empress Eugenie modes, the jeweler 
must plan his styles to harmonize with this new fashion.” 


The style committee has 
been selected from among leading jewelers in all parts 
of the country and their report will be awaited with much 
interest. The following are included in the membership 
of the committee: Coleman E. Adler, New Orleans; H. 
R. Avery, Webb C. Ball Co., Cleveland; Arthur J. 
Block, T. C. Tanke, Inc., Buffalo; James A. Cayce, B. 
H. Stief Jewelry Co., Nashville; Myron Everts, Arthur 
A. Everts Co., Dallas; Norman E. Hascall, J. J. Free- 
man Co., Toledo; Louis Hausmann, Hausmann, Inc., 
New Orleans; Oscar Homann, C. B. Brown Co., Inc., 
Omaha; C. I. Josephson, Moline; Francis A. Keating, 
Grogan Co., Pittsburgh; Emil W. Kohn, Theodore A. 
Kohn & Son, Inc., New York City; William G. Thurber, 
Tilden-Thurber Corp., Providence; Edward Wright, 
Wright, Kay & Co., Detroit; Witherbee Black, Black 
Starr & Frost-Gorham, Inc., New York; J. Herbert 
Hall, Pasadena, Cal.; Cassius Bagley, Bagley & Co., 
Duluth; Stanley Lydecker, Cowell & Hubbard Co., 
Cleveland. 
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| Hictoriana * 


Period Jewelry 


Every fashion statement stresses the im- 
portance of the Victorian impulse on 
the mode. The styles of women’s ap- 
parel for this fall have already 
been established. Natural Color Gold 
VICTORIANA, originated by Waite- 
Thresher, faithfully follows this fashion 
period in every detail. Since first an- 
nounced six months ago, as the pioneer 
offering of this type of jewelry, the sales 
have increased to astonishing propor- 
tions. New items, each involving a dif- 
ferent characteristic of the general 
theme, have been added. Now comes 
the authentic joint tubular bracelet, so 
popular with our grandmothers. Like 
all genuine VICTORIANA, it is made of 
rolled gold plate stock of a weight and 
finish typically “jewelry quality.” 





Any leading wholesale jeweler will gladly 

place his samples of VICTORIANA be- - VICTORIANA © 
fore you and explain the supporting will be displayed 
packaging and window display set-up at the 

that present the items to the consumer 


so effectively. A. N.R. J. A. 
CONVENTION 


r— Detroit 


Meeting the demand for VICTORIANA period Sept. 13th to 18th 
jewelry in 10 karat solid gold, we are now showing Booth 20 
many new, attractive ensemble sets. 











WAITE - THRESHER CORPORATION 


PROVIDENCE lal RHODE ISLAND 
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SALES OF JEWELRY STORES OVER 
HALF BILLION IN U. S. 








Herewith are published figures showing total sales by jewelry 
stores in the United States. These figures were released by the 
Bureau of Census and have been compiled in table form below by 
THE JEWELERS’ CIRCULAR. This is the first time, in the history 
of the industry, that such accurate data so comprehensive in scope 
regarding total sales by jewelry stores have been supplied. Popula- 
tion, total commodity per capita, number of jewelry stores, jewelry 
sales per capita, net jewelry sales, and per cent of state sales to 
total, are shown in the table by states. 


New York State leads in per capita sales of jewelry with $9.60. 
Washington, D. C., comes second with $9.56 and California third 
with $6.38. New York has 2,650 jewelry stores, more than any 
other state. Pennsylvania ranks second with 1,755 stores and Cal- 
ifornia third with 1,408 stores. 

Total sales by jewelry stores in the United States during 1929 
amount to $536,949,551. This is 1.07 per cent of the total com- 
modity sales by retail stores in the country. The average jewelry 
sales per capita, computed on this basis, is $4.37. 
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Rank in 
Order of Total Com- No. of Jewelry Net Per Cent of 
Jewelry modity Sales Jewelry ~~ - Sales -Jewelry Total U.S. 
Sales State Population per Capita Stores per Capita Sales Jewelry Sales 
Oe == AISMOO 6 oi ci ccece. 2,646,248 $198.19 184 $1.56 $4,136,139 0.77 
44— Arizona ........ceee. 435,573 441.76 59 2.85 1,244,392 0.23 
$8— Arkansas :......:.... 1,854,482 221.89 155 1.16 2,151,095 0.40 
4—California ........... 5,677,251 575.73 1,408 6.38 36,240,293 6.75 
27 — Colorado .........000. 1,035,791 480.65 216 4.36 4,516,635 0.84 
138 — Connecticut .......... 1,606,903 475.80 294 5.56 8,934,410 1.66 
48— Delaware ............ 238,380 416.12 48 5.37 1,281,255 0.24 
a 1,468,211 338.92 269 5.45 8,010,897 1.49 
BO —— GEOPMID nc ccciccecvase 2,908,506 212.32 266 1.89 5,510,593 1.03 
Mb BINS 6 ariis wires & ve cielo 445,032 380.81 95 2.86 1,272,830 0.22 
SS Cer 7,630,654 483.23 1,347 4.94 37,741,451 7.03 
0 3,238,503 379.59 524 3.47 11,248,084 2.09 
= Aire aida sis's sede shee 2,470,939 395.05 552 3.13 7,739,614 1.44 
Oe —— ION iiie sc cwes wees 1,880,999 424.58 379 3.11 5,864,008 1.09 
B4— KOntucky co vcvccccccce 2,614,589 226.42 252 1.90 4,979,704 0.93 
T3— Louisiana .....00se00. 2,101,593 , 223.65 207 2.50 5,259,327 0.98 
SE — MERINO 2 oc ccc ceccsicces 797,423 388.67 188 3.05 2,435,093 0.45 
19— Maryland ............ 1,631,526 376.22 225 4.42 7,222,370 1.35 
6— Massachusetts ....... 4,249,614 484.49 786 5.66 24,054,268 4.48 
7— Michigan ............ 4,842,325 461.67 776 4.87 23,595,510 4,39 
14— Minnesota ........... 2,563,953 418.02 545 3.33 8,541,362 1.59 
37 — Mississippi ........... 2,009,821 205.92 120 0.92 1,853,268 0.35 
O—— MIGROUTE 2.000 ccecces 3,629,367 410.58 598 4.06 14,737,973 2.74 
89 — Montana ...........+. 537,606 446.58 95 3.32 1,784,843 0.33 
Bi —— NGDPASER ..ccccccsese 1,377,963 435.16 289 3.14 4,332,792 0.81 
AD— NGVAGR 2. ccccccsccses 91,058 550.06 16 5.70 519,639 0.10 
41— New Hampshire ...... 465,293 390.08 105 2.94 1,369,068 0.25 
10 — New Jersey .......... 4,041,334 458.12 638 3.45 13,945,963 2.60 
47 — New Mexico .......... 423,317 285.50 50 1.90 804,904 0.15 
b—— NEW BORE. Seco. ci cede 12,588,066 575.12 2,650 9.60 120,916,459 22.52 
26 — North Carolina ........ 3,170,276 234.72 252 1.45 4,603,970 0.86 
40 — North Dakota ........ 680,845 341.94 106 2.09 1,423,403 0.27 
aed |) a ea 6,646,697 459.89 1,146 4.76 31,693,698 5.90 
21— Oklahoma ............ 2,396,040 331.33 291 2.65 6,358,940 1.18 
Te 953,786 482.50 234 4.35 4,157,287 0.77 
2— Pennsylvania ........ 9,631,350 419.42 1,755 4.80 46,283,964 8.62 
31— Rhode Island ......... 687,497 460.47 98 5.74 3,949,473 0.74 
38 — South Carolina ....... 1,738,765 171.98 136 1.05 1,837,357 0.34 
42 — South Dakota ........ 692,849 378.36 117 1.93 1,337,287 0.25 
18 — Tennessee ............ 2,616,556 248.36 205 2.79 7,297,832 1.36 
DS POMEE ace iinrcaeies cous 5,824,715 356.10 675 3.11 18,121,863 3.38 
SS ee 507,847 393.90 64 3.79 1,927,192 0.36 
46 — Vermont ............. 359,611 422.89 82 3.09 1,112,065 0.21 
20 — Virginia ............. 2,421,851 246.42 266 2.80 6,794,879 1.27 
17 — Washington .......... 1,563,396 495.29 354 4.73 7,408,307 1.38 
25 — Washington, D. C. .... 486,869 681.65 104 9.56 4,658,230 0.87 
30 — West Virginia ........ 1,729,205 255.68 209 2.31 4,009,121 0.75 
12— Wisconsin ........... 2,939,006 419.30 620 3.73 10,988,832 2.05 
48 — Wyoming ............ 225,565 449.53 45 3.28 741,612 0.14 
ERED o 6os pees 122,775,046 20,095 $536,949,551 100.00 
0 $407.53 $4.37 
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A View of the Detroit Skyline from the Lake Front 


Outline of A. N. R. J. A. Convention Program 


Instructive and Interesting Sessions Scheduled for Annual Gathering of Retail Jewelers 


—Style Clinic and Fashion Pageant to Be Held 


The tentative program 
for the 26th annual convention of the A. N. R. J. A. to 
be held at the Book-Cadillac Hotel, Detroit, the week of 
Sept. 13 has been arranged. ‘There will, however, un- 
doubtedly be a number of changes and additions before 
the convention starts. 

It is planned to hold a meeting of the executive com- 
mittee on Sunday afternoon and Monday will be devoted 
to an Officers’ Conference, A. W. Anderson, Neenah, 
Wis., presiding. Addresses by E. Lathrop Sunderlin, 
Rochester, N. Y.; A. C. Hentschel, Milwaukee, Wis. ; 
E. J. Palm, Austin, Tex.; Don H. Johnson, Middle- 
town, Conn.; Emil R. Brunner, Westfield, N. J.; Tinley 
L. Combs, Omaha, Neb.; Harry T. Mortensen, Chicago, 
Ill.; Wm. G. Frasier, Durham, N. C.; Ben Stocker, 
Detroit, Mich.; Lawrence Holzman, Atlanta, Ga.; A 
W. Anderson, Neenah, Wis.; Hugh N. Beattie, Cleve- 
land, Ohio, and O. F. Russow, Roanoke, Va., are 
scheduled. These addresses will be short and will be 
based on actual experiences of the speakers. While this 
session is primarily designed for officers, all members are 
invited to attend. 

On Monday evening with President Edwin F. Lilley 
in the chair, addresses will be delivered by Governor 
Brucker, Mayor Murphy, a representative of the Detroit 
Chamber of Commerce, Ben Stocker, president of the 
Michigan Retail Jewelers Association, and Paul C. Sinz, 
president of the Greater Detroit Retail Jeweler Associa- 
tion. The response will be made by Myron Everts, 
Dallas, Tex. President Lilley will deliver his address at 
this session and regional vice-presidents will submit their 
reports. 

It is planned to hold three breakfast conferences again 
this year which will be addressed by P. J. Coffey, head 
of the National Jewelers Publicity Association. 

The regular convention sessions on Tuesday include 
addresses by Percy K. Loud, secretary-treasurer of 
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Wright, Kay & Co.; Philip P. Gott, manager, Trade 
Association Department, U. S. Chamber of Commerce, 
Washington, D. C.; H. C. Dunn, chief of the Merchan- 
dising Research Division, United States Department of 
Commerce; H. L. Carpenter, Albert Walker Co., Provi- 
dence, R. I.; Jacob Engel, Baltimore, president of the 
National Wholesale Jewelers Association ; Felix H. Levy, 
New York, counsel for the A. N. R. J. A., and Frank B. 
Wade, Shortridge High School, Indianapolis, Ind. 

On Wednesday an address will be delivered by E. C. 
Mayo, president of the Gorham Mfg. Co., and a Jewelry 
Style Clinic will be conducted by Madame Hamilton 
Jeffries, New York Stylist, with a special committee com- 
posed of prominent jewelers in charge. ‘There may also 
be other addresses at this session. 

Wednesday evening, it is planned to hold a question 
box session and trade discussions. Vice-president Henry 
F. Stecker will be in charge of this session. Motion pic- 
tures showing the cultivation of pearls and the mining 
and manufacture of platinum will be shown by K. Miki- 
moto, New York and by Baker & Co., Newark, N. J. 

Following the breakfast conference on Thursday morn- 
ing the Jewel Pageant will be held. A second pageant 
will be held in the afternoon. There will be no conven- 
tion session in the forenoon. 

At the Thursday afternoon session which will be held 
in the Blue Room, an address will be delivered by Wil- 
liam Gibson, Chicago, I. J. C. Holland, San Angelo, 
Tex., and John D. Enright, Philadelphia, Pa. 

The convention banquet will be held Thursday night. 

On Friday, the official business of the convention will 
be transacted, at which time, committee reports, election 
of officers and other matters will be give attention. 

During the convention there will also be discussions 
on many subjects of vital interest to the jewelry trade 
and reports will be received from the various A. N. R. 
J. A. committees. 
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Rough Crystals of Sapphire 


Out of the depths shall Sapphires come 
To bring September’s child Wisdom. 


This poetical reference to 
the stone chosen in the A. N. R. J. A. list as the natal 
stone for September, may be quoted by the jeweler as 
reason for its place in the list, but this choice of Sep- 
tember’s stone has been one of controversy and has not 
been accepted by all experts. 

In selecting the sapphire, the committee which prepared 
the American list did not fall back on any of the ancient 
lists of birthstones. The lists of the Jews, Arabs, Russians 
and Italians have the chrysolite as the September stone, 
and those of the Romans and Poles, the sardonyx. Most 
of the lists of the 18th and 19th centuries name either 
chrysolite, topaz, or diamond as the chosen stone, but 
none name the sapphire. 

The eminent American authority, Dr. Geo. F. Kunz, 
in his “Curious Lore of Precious Stones” protests against 
what he terms the “undesirable change of the chrysolite 
(peridot) from the place it has always occupied as the 
gem of September and making it an alternate of August 
with sardonyx, while the sapphire, properly the gem of 
April, is made the birthstone for Septernber. 

But the sapphire has been considered a gem of Autumn, 
for it has the blue of the Autumn skies. 


It has ever been considered a symbol of truth, sincerity 
and constancy as well as justice, and in ancient days was 
associated with freedom from melancholy and evil temper. 
Thus came the idea that its wearing became an antidote 
for madness. 

The gem has been appreciated for ages and among other 
associations was believed to have been the stone of the 
Tribe of Joseph. 


Mi ineralogically the sapphire 
is the name given to all corundum jewels other than the 
red variety or ruby. Generally speaking it is a name 
given to the blue corundum which differs slightly from 
the ruby in a few particulars. 

Its chemical composition is: 


Alumnia (Al2 O3)......... 97.51 
Iron Oxide (Fe2 O3)....... 1.89 
gE : re 0.80 
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apphire the Gem of September 


Zodiacal Sign—Libra (balance). 
Significance—Chastity. Antidote for madness. 
Associated Flowers—Indian Corn, Oak, Poppy. 
Suitable for all jewelry. 


According to Dr. Bauer, the sapphire is the hardest of 
all the varieties of corundum and has a slightly higher 
specific gravity. Whereas the ruby runs from 3.99 to 
4.06, the sapphire will run around 4.08. In form the 
crystal sapphire agrees completely in its general symmetry 
with that of the ruby, though the prism and rhombohedron 
(usually well developed in the ruby crystal) are subor- 
dinate in the sapphire, and here the hexagonal bi-pyramid 
predominates. Also where the ruby is usually colored 
uniformally throughout its substance, the distribution of 
color in a sapphire is more often very irregular. 


In color the sapphire shows every hue of the spectrum, 
running from the deep blackish blue through green to the 
yellowish brown and even colorless stones; but in the 
jewelry trade, as said before, the choicest color is that 
soft velvety blue, approaching the cornflower in shade. 
The best specimens exhibit that color by artificial as well 
as by natural light. 


The choicest varieties of sapphire being distinctly un- 
common, are exceedingly expensive, but a large quan- 
tity of good colored stones are mined, much larger in 
amount in proportion than the ruby; consequently the 
price of the sapphire does not advance in the same propor- 
tion as the price of the ruby advances in connection with 
perfection and color. 


Now, sapphires are found in many places; in Cashmere, 
Burma, Siam, and Ceylon, in the Orient; in the United 
States, in North Carolina and Montana, and in Austra- 
lia. Though mineralogically all sapphires are alike in 
chemical and physical properties, the different localities 
produce different colored stones to a degree that is char- 
acteristic. Therefore, the names “Cashmere,” “Burma,” 
“Ceylon,” etc., are often applied to stones more by way 
of identifying their color than the geographical locality 
from which they come. 

The Cashmere sapphire, which comes from the State 
of Kashmir, in India, is the variety known for its corn- 
flower blue shade and is noted for its vivid color and vel- 
vety appearance. The color of these stones often shades 
from light to dark blue, without giving any trace of 
green. 

Burma, is the name applied in the trade to the darker 
variety of sapphire, which originally was supposed to have 
come from Burma, but which in many cases now comes 
from Siam. 

The Ceylon sapphires are lighter in color, ranging 
from a pale gray to a purplish blue. These run larger in 
size than those from other localities. 

Australian sapphires are found in Queensland, South 
Australia, Victoria and New South Wales. They are 
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generally very dark, a blackish blue or a greenish blue, 
especially dark being those that come from the Anakie 
field. 

Sapphires from Montana, which show a beautiful elec- 
tric blue, have in the last 60 years gradually made a place 
for themselves in the gem trade, and in fact the so-called 
“New Mine” sapphires are about the only precious stones 
of large production for which the United States can claim 
credit. Generally they are of even color and run to the 
small and medium size stones. Fine blue American and 





Star Sapphire—Rough and Cut 


Australian sapphires often have been sold under the name 
of “Cashmere” or ‘““Burma,”’ when they possess the proper 
quality color. 


Star Sapphires 


One of the most interesting varieties of the corundum 
group are the asteria stones, the starr sapphire and star 
ruby. The star sapphire is by far the most generally 
mined and is generally a native of Ceylon and Burma 
and found in the same beds as the regular sapphires. 


The star sapphire proper runs from a grayish blue to 
a dark blue and is cut en cabochon or convex, so as to dis- 
play under the rays of the sun a beautiful white star with 
six points. The most distinct stars are found in the gray 
variety. 

The star effect is not produced by any mineralogical 
ingredients in the stone itself, but is a result of the refrac- 
tion of light by the layers of the crystal. As Albert 
Ramsay emphasizes in his work “In Search of the Precious 
Stone,” “No matter into how many parts a star sapphire 
may be cut, each fragment will contain a six pointed 
star of elusive light.” 


Fancy Sapphires 


Sapphires of other colors than blue, sometimes known 
as ‘‘fancy” sapphires, are often referred to by the names 
of other stones, with the prefix “oriental.” For instance, 
the green sapphire is known as the “oriental emerald” and 
while it does not contain the purity and depth of color of 
the true emerald it is superior in hardness and brilliancy. 
The purple sapphire is referred to as the “oriental 
amethyst”; the yellow as “oriental topaz’; the light 
green is the “oriental chrysolite,” etc. These, owing to 
their hardness and brillancy often greatly surpass in 
beauty the amethyst, topaz, chrysolite, and other stones 
from which the names are drawn, and are in most in- 
stances much more valuable. 





For the illustrations used we are indebted to “Precious Stones,” by Dr. 
ax Bauer and “In Search of the Precious Stone,” by Albert Ramsey. 


THE JEWELERS’ CIRCULAR 105 


for September, 1931 


Canning Jewel Scld at London to New Yorker 


Lonvon, Aug. 1.—The famous “Canning Jewel” 
ascribed to Benvenuto Cellini, was recently sold to Edgar 
Bluett, acting for a New York purchaser, for $50,000 
without competition. This remarkable gem, the property 
of the Earl of Harewood, was offered at the Sotheby auc- 
tion under a $50,000 reserve. The many buyers who had 
assembled prepared to make a bid for the ownership of the 





The Canning Jewel Which Brought $50,000 


jewel were discomforted by the auctioneer’s opening an- 
nouncement : 

“Unless a first bid of $50,000 is received I am in- 
structed to withdraw the jewel from sale.” 

No one expected a bid of this character would be ten- 
dered. But it was. Mr. Bluett immediately bid the 
$50,000 and the gem was knocked down to him. He 
stated that the purchase was made on behalf of a New 
York client who was very anxious to include the jewel in 
her collection which eventually will revert to the American 
nation. 

The “Canning Jewel,” so called because it formerly 
was part of the historic collection of Earl Canning who 
acquired the gem after Delhi was captured in the Indian 
Mutiny, is a superb example of the Italian Renaissance. 
It takes the form of a triton, the body being a huge 
baroque pearl. A scimitar is held in one hand and a 
gorgon mask shield in the other. The open mouth in 
the turquoise-blue enamel face holds a ruby, and the 
great pearl body is encircled by green-enameled snakes. 
Three large pendant pearls form the points of a triangle, 
being connected with the body pearl by an intricate 
flowing design in which other pearls, rubies, gold and 
diamonds commingle. 
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The Gem—ZIRCON* 


By E. P. YOUNGMAN 
of the Rare Metals and Non-Metals Division of the Bureau of Mines 


INTRODUCTION 


ROM a scientific point of view, the zircon is by far 

the most remarkable of the gem stones, and a satis- 
factory solution of the problems offered by its characters 
and constitution has not yet been made.! Three distinct 
forms have been recognized, differing in specific gravity, 
hardness, optical properties, behavior when heated, and 
color?. (See section in second column entitled ‘“Descrip- 
tion and Properties.” ) 

Zircon as a gem stone has not been as well known as 
its properties warrant. It is one of the most brilliant of 
the precious stones (having a high refractive index). The 
colorless zircon rivals the diamond in brilliance and fire 
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iii Forms of Rough Zircon 





play to such an extent that a judgment based entirely 
upon optical inspection might be erroneous. In the 
opinion of gem authorities, the colored stones likewise 
have much merit. The blue zircon (‘Starlite’) was so 
named by Kunz® because of its resemblance to a “star 
twinkling in the night.” Another gem authority* de- 
scribes the leaf-green stone as one possessing a restful 
beauty, the red stone as having a certain (though som- 
ber) grandeur, and the golden-yellow stone as being un- 
surpassed in magnificence. 

The slowness with which the zircon, a stone frequently 
mentioned in ancient literature, has come into use in 
modern jewelry may be owing to the fact that authori- 
ties differ as to whether the colorless and the blue zircons 
are found as such in nature or are treated stones. Any 
treated stone, although the material of which it is com- 
posed may be essentially genuine, has been considered a 
deception. However, according to Kunz, “Starlite is 
now sold over the entire world; never has anything been 
so well introduced.’”® Doctor Foshag, mineral.curator of 
the United States National Museum, states that the first 
allotment of zircons to enter the United States was ob- 
tained in 1921 from Siam (through France) for scientific 
Or museum purposes and that four or five years later the 
stones were adopted by the jewelers of this country. 





*“Reprinted from U. S. Bureau of Mines Information Circular 6465.” 


‘Smith, G. F. ee Gem-Stones and Their Distinctive Characters: 
Methuen & Co. (Ltd.), 36 Essex St., W. C. London, 1913, pp. 229-230. 


2Kraus, Ng Henry, and Holden, Edward Fuller, Gems and Gem 
Materials: 


®*Kunz, PM Frederick, Precious Stones; Zircon: Min. Ind., 1926, 
vol. 35, McGraw-Hill Book Co., New York, 1927, p. 587. 


‘Smith, G. F. Herbert; Work cited, p. 228. 
Kunz, George Frederick, Work cited, p. 587. 
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Retail jewelers are displaying the colorless type and 
the blue stones, especially, in finger rings, necklaces, and 
like ornaments. Fine crystals have been used somewhat 
extensively in jewelling watches and as supports for the 
edges of fine balances. At one time zircons were thought 
to be appropriate in mourning jewelry. 


DESCRIPTION AND PROPERTIES 


One of the most durable of gem stones, the zircon, the 
natural silicate of zirconium (ZrSiO,), has a hardness 
between 7 and 7.5, which places it, according to Moh’s 
scale, between quartz (hardness) and topaz, chrysoberyl, 
and spinel (hardness 8). Corundum (sapphire) has a 
hardness of 9 and diamond a hardness of 10. Zircon has 
the highest specific gravity (4.0-4.8) of all commercial 
gem stones. The properties mentioned and others, as given 
by Kraus and Holden,® follow in tabulated form. 








SUMMARY OF PROPERTIES 























Composition Varieties and Color Luster Transparente 
ZrSiOu Hyacinth, Adamantine | Transpareny 
jacinth...... Yellow, orange, red, 
brown 
Jargon...... Other colors than 
the above (colorless, 
gray, smoky) 
Matura Maton 
diamond... . . Colorless, either 
natural or produced 
artificially; also blue 
and green 
Hardness (H) Crystallization, Optical Characteristics, occur- 
ay gravity | structure, cleav- properties fence, and principal lo- 
(S. G.) age (C), and frac-| n = mean in- | calities 
ture (F) dex 





a oie Tetragonal: » Uniaxial: + [Often abnormally biaxial, 
3. G. 4.0-4.8 — crysta w1.92, £1.95 | n 1.70-1.84. Uranium 
r= £- w0.05 varieties have a number 
mperfect Dispersion, of sharp, narrow ab- 
F—Conchoidal | 0.038 sorption bands. Pale 
brown stones can be de- 
colorized by heat (Ma- 
tura diamond.) In allu- 
vial deposits. Ceylon; 
Australia; Expailly, 
France; Ilmen Moun- 
tains, Russia; Siam. 


d=) 














The variability, however, in the character of zircons 
is so great that it has been suggested that three different 
forms should be recognized, differing in specific gravity, 
hardness, optical properties, and behavior upon being 
subjected to heat, and characterized by different colors. 
Smith discusses these types as follows: 

“Certain zircons, which are found as rolled pebbles in 
Ceylon, and which never show any trace of crystalline 
faces, have very nearly single refraction, and the values 
of the refractive index vary from 1.790 to 1.840, and 
the specific gravity is about 4.00 to 4.14, and the hard- 
ness is slightly greater than that of quartz, being about 
7.5. On the other hand, such stones as the red zircons 
from Expailly have remarkably different properties. They 





*Kraus, Edward Henry, and Holden, Edward Fuller, ““Gems and Gem 
Materials,” pp. 212-213. 
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show crystalline faces with tetragonal symmetry, the 
faces present being four prismatic faces mutually inter- 
secting at right angles and four inclined faces at each end. 
They have large double refraction, varying from 0.044 
to 0.062, which is readily discerned in a cut stone, and 
the refractive indices are high, the ordinary index vary- 
ing from 1.923 to 1.931 and the extraordinary from 1.967 
to 1.993. Since the ordinary is less than the extraordi- 
nary index, the sign of the double refraction is positive. 
The specific gravity likewise is much higher, varying 
from 4.67 to 4.71. The second type, therefore, sinks in 
molten silver-thallium nitrate, whereas the first type 
floats. The second type is also slightly harder, being about 
7.5 on Moh’s scale. By heating either of these types the 
physical characters are not much altered, except that the 
color is weakened or entirely driven off and some change 


Zircon in Syentie Ilmen 
Range, Ural Mountains 


(From “Gems and Gem Materials’’) 





takes place in the double refraction. But between these 
two types may be found zircons upon which the effect 
of heating is striking. “They seem to contract in size so 
that the specific gravity increases as much as three units 
in the first place of decimals, and a corresponding increase 
takes place in the refractive indices and in the amount of 
double refraction. The cause of these changes remains a 
matter of speculation. Evidently a third type of zircon 
exists, which is capable of most intimate association with 
either of the other types, and which is very susceptible to 
the effect of heat. It may be noted that stones of the 
intermediate type are usually characterized by a banded 
or zonal structure, suggesting a want of homogeneity. 

. Zircon of the first type favors green, sky-blue, and 
golden-yellow colors; honey-yellow, light-green, blue, and 
red colors characterize the second type; and the inter- 
mediate stones are mostly yellowish-green, cloudy-blue, 
and green. 


It is another peculiarity of zircon that in the spectro- 
scope it sometimes shows absorption bands, which were 
observed in 1866 by Church. Many zircons do not ex- 
hibit the bands at all, and others display only the two 
prominent bands in the red end of the spectrum. 


CoLors 


Of the several colors of zircon, brown is the most 
common in nature, being followed by brownish-red, gray, 
yellow, green, blue, and colorless; but in the gem trade 
the blue (Starlite) and the colorless (“white zircon’) 
vie with each other for popularity, the blue stone prob- 
ably leading in volume of sales. One New York dealer, 
importing every known color, sells most extensively the 
blue, colorless, and brown (in the order named). 


From literature come conflicting statements as to 
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whether the colorless and the blue stones are natural with 
respect to color or are artificially decolorized. Some au- 
thors are very definite in stating that these two varieties 
are never found in natural deposits, whereas others assert 
that both types are sometimes found in nature. Dr. 
Michel? says that the zircon is found in all colors “except 
blue.” Some gem experts claim to have seen the natural 
blue zircon in the rough state as it came from the mine 
at Bangkok; but Kunz,® in writing of the “blue stone 
from Siam,” says that none of the zircons found are 
naturally blue but are various shades of brown. In the 
rough condition the stone shows a dull-brown color ; when 
cut so that the optical axis is perpendicular to the table of 
the stone, it appears to be a deep blue from above but a 
pale, dirty flesh color from its side. Wade? says: 


“Tn recent times the zircon has come into popular favor, 
especially the sky-blue color. This color is said to be of 
artificial origin, resulting from the alteration of the color 
of darker material, which is first lightened by heating. 
In some cases the dark zircons can be completely whitened 
by heat, and many of these whitened zircons will remain 
white, although some of them acquire a brownish color 
on exposure to light.” 


Importers and dealers, while not rendering any definite 
answer to this question, report that stones are decolorized 
and that the yellow and brown varieties are changed to 
colorless or to blue stones. 


The simplest method of decolorizing is that of firing, 
employed by the natives of Ceylon, who heat the yellow- 
brown or pale-brown zircons in pans of sand over a slow 
fire to produce the colorless stone, known as the “Matura 
diamond.”” The blow pipe is sometimes used for the same 
purpose. A firm dealing in zircons says that decoloriza- 
tion is accomplished by heating the stone to between 700 
and 1,500° F. very slowly and then allowing the cooling 
process to consume the same length of time, approxi- 
mately, as the heating process. The brown zircon as 
found in nature is changed to a blue color, according to 
Kunz, by being heated in a crucible, out of contact with 
the fire but exposed to the fumes of a mixture of potassium 
ferricyanide and cobalt nitrate. The chemicals do not 
touch the stones, the fumes doing the coloring or recolor- 
ing. After being cut, the stone is again given a short 
treatment of the same kind. From 6 to 8 hours are re- 
quired for the first heating, and 5 to 20 minutes are 
allowed for the second. A retail jeweler, interviewed 
on the subject, had been informed that the stones he 
handled were colored by an electrical process in Germany. 


For the effect of radium rays upon the color of zircons, 
the reader is referred to an article by Brauns.’° For a 
discussion of the changing color of zircons in connection 
with their luminescence and their radioactivity, attention 
is called to Venable’s work."! 


™Michel, Dr. G., Deutsche Goldschmeide-Zeitung, through Jewelers’ 
Circular. 


SKunz, George Frederick, Precious Stones; Zircon: Min. Ind., 1925, 
vol 34, McGraw-Hill Book Co., (Inc.), 1926, p. 616. 


®*Wade, Frank B., Some Interesting Notes on the Zircon; Suggestions 
as to Better Cutting for the Colorless Variety: THE JEWELERS’ CiRCULAR, 
vol. 97, No. 7, Sept. 13, 1928, pp. 54-55 


Brauns, R., Der Einfluss von Radiumstrahlen auf die Farbung von 
Sanidin, Zirkon, and Quarz; Kristallform des Zirkons aus Sanidinit 
vom Laacher See: Centralb. fiir Mineral. Geol. u. Paleon., No. 23, 
Stuttgart, Dec. 1, 1909, pp. 722-726. 


1Venable, Francis P., Zirconium and Its Componds: Am. Chem. Soc. 
oe ser., The Chemical Catalog Co. (Inc.), New York, 1922, pp. 
99-102. 


(To be continued) 
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Wit you kindly make 


some suggestions for a window promotion which will 
appeal to high school boys and girls. The high school 
of the community in which my store is situated draws on 
a number of neighboring villages for its students and my 
September volume of pen and pencil sets is usually a good 
one. However, I am sure that there is an opportunity 
for more sales to the students, especially in watches and 
costume jewelry. My main thought is to attract their 
attention and interest—in a novel way if possible. Can 
you help me? H. E. H. 


Answer:—In your appeal to high school boys and girls 
the first step is to secure some easily recognizable school 
insignia, as for example, the school’s colors in banners or 
pennants. These banners make a decorative background 
and invariably arouse the interest of the students. Then, 
in order that your pen and pencil sets may carry a practi- 
cal, everyday, workable suggestion, associate them in the 
window with pads and note books; include also a few 
school books. For example, a slip-sheet note book, opened 
and partly filled with Latin notes on which rests an un- 


WORTHWHILE WINDOWS 


AND HOW TO PLAN THEM 


sheathed fountain pen (as if the pen had just that moment 
been laid aside) together with a Latin grammar, will 
immediately suggest the usefulness of the pen. Examples 
in algebra may be partly worked out on a pad which also 
supports a silver pencil. Wrist watches may be intro- 
duced with a schedule of classes; and costume jewelry 
may be associated with a dance program. In this way 
you are able to dramatize various school activities which 
cannot fail to arouse interest, and you have at the same 
time associated your merchandise with the activities in 
such a way that their usefulness will be apparent. There 
are a number of ways to make this appeal if the display 
manager will take the time to acquaint himself with 
student interests. The accompanying sketch is graphic 
of the foregoing description. As many additional articles 
may be added as window space will allow. 


l have noticed during 
the past several months that some of the diamond and 
the silver displays in my window look better than others 
because of the way the light strikes the objects displayed. 
Are there any general rules to be observed as to the 


arrangement of a display in its relation to the lighting 
system used? V. A. B. 


Answer:—Assuming that you have good overhead light- 
ing, care should then be taken to place your objects so 
that no shadow from window frames or reflectors will 
fall upon them. Diamonds are best shown in direct 
light, provided the light is shielded from the eyes of the 
passerby. Silver shows to. advantage in indirect light, 
and the play of shadow in a lighted silver window often 
adds to the artistry of the display. 

It may be of particular interest to note that reflections 
caused by direct sunlight may be largely overcome by the 
use of light colored linens, laces or velvets in the display. 
The light colors absorb a fair amount of the sun’s rays 
and also assist the eye to concentrate on the display. 











. — 
September Suggestions € 
September is the month of Ki 
the reopening of schools and § 
colleges. 


Your windows should seize. 
upon that interest to stimulate 
sales in luggage, hand bags, 
watches, pens, pencils, jewelry 
and stationery. 

Following close upon this, 
the Fall season officially opens. 
The style-conscious jeweler 
will take the opportunity to tie 
up his jewels with the new fall 
costume colors. 
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Jewelry Distribution by Retail Jewelers 


Brief Outline of Survey Conducted by Department of Commerce 
at Solicitation of and with Cooperation of A. N. R. J. A. 


ee survey of retail 
jewelry distribution by retail jewelers made by the De- 
partment of Commerce with the cooperation of the 
American National Retail Jewelers Association provides 
data from which may be obtained a basis for analysis of 
operation of stores of all sizes. 

The returns on which the survey is based are from 
1,259 retail jewelry stores, representing reports from 
stores of all size groups and from every state. ‘The re- 
port of the survey is divided into three general headings: 
Method of Survey, Characteristics of Stores, and Oper- 
ating Practices and Performance. As this last class is of 
most vital interest, an attempt will be made to bring out 
the important facts revealed by this part of the survey. 

An explanation of statistical terms is first necessary. 
The term ‘‘average” is used in its customary meaning. 
The term “median” should be interpreted much the same 
as the term “average.” The “median” is arrived at by 
arranging all of the items of a given series in order, from 
the lowest to the highest, and then counting half way 
through the group, the middle being the median. 

The term ‘quartile’ may be interpreted in the same 
fashion that the term ‘‘quarter” is understood. For ex- 
ample, the first quartile point is that exactly one-quarter 
of the way upward from the lowest value. The second 
quartile is the same as the median or middle value, and 
the third quartile is exactly three-fourths of the way 
through the entire series. 

Discrepancies between averages and medians may be 
accounted for through the fact that the very large stores 
at the top end of the distribution with large annual net 
sales weigh figures heavily on the upper-end although 
they are few in number when compared with the number 
of stores in the lower end of the distribution. For this 
reason values represented by the median and the extent 
of the quartile range (from the first to the third quartile 
point) are considered to be more typical than averages. 


Net Sales 


Table No. 14 of the survey shows a comparison of net 
sales during 1929 with those of 1928. Stores are classi- 





Taste 14.—Comparison oF Net SALes IN 1928 anv 1929, 
BY S1zE Groups 


Total Net Sales 
—- — Per Cent 











Net Sales Stores 1928 1929 Change 
Less than $2,500....... 23 $48,900 $41,900 =—~§4:3 
$2,500 to $4,999....... 42 157,800 158,100 + 0.2 
$5,000 to $9,999....... 132 1,046,400 998,300 —— ae 
$10,000 to $24,999..... 322 5,564,500 5,369,600 — ae 
$25,000 to $49,999..... 239 8,414,900 8,422,700 + 0.1 
$50,000 to $99,999..... 169 11,597,300 11,637,300 + 0.3 
$100,000 to $249,999... 99 15,679,500 15,272,600 =e 
$250,000 to $499,999... 34 11,915,600 11,764,900 — ie 
$500,000 to $999,999... 22 15,374,100 15,329,200 — &3 
$1,000,000 or more..... 7 10,335,900 9,375,000 — 9.3 

CC Are 1,089 $80,134,900 $78,369,600 —» ag 


1929, average net sales, $71,964; first quartile point, $13,505; median, 
$27,667; third quartile point, $67,382. . : 

1928, average, $73,586; first quartile point, $22,942; median, $27,904; 
third quartile point, $67,516. 
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fied according to size, ranging from less than $2,500 net 
sales per year to $1,000,000 or more. 

Table 21 of the survey compares the percentage of net 
sales by months for 1929 with average monthly sales 
computed for a period of five separate years by the Har- 





TasLe 21.—Net Sates sy Montus 
Index of Sales; 1/12 of 


Year’s Sales = 100 Ratio 1929 

Per Cent Index to 

: of Total Harvard Harvard 
Month 1929 Sales 1929 Index? Index 
, oe ee 6.5 78 67 116.4 
Ly ee 6.3 76 58 131.0 
March Aer ee 7.0 84 66 127.3 
yo LOR rere e 7.2 86 68 126.5 
ME Dvacawsca cue 6 PY i 92 83 110.8 
pO Oo er eT ee 8.3 100 99 101.0 
LS A eee 6.5 78 70 111.4 
OO Rr 7.1 85 76 111.8 
September ......... 23 85 84 101.2 
CRS Seed ewccene 7.6 91 82 111.0 
November ......... 7.8 94 91 103.3 
EOGUMOE oa sks cece 20.9 251 353 71.1 





1 Based on the average for each month for five separate years. 





vard Bureau of Business Research. Index numbers are 
used for this comparison. One twelfth of a year’s sales 
is signified by 100. It is interesting to note that this 
table shows that December sales during 1929 suffered 
terrifically as a result of the stock market crash. It 
should be remembered that a comparison of these index 
numbers relates only to the proportionate distribution of 
sales throughout the year and is no indication of sales 
in dollars and cents. The December line, showing a 
ratio of 71.1 per cent between the 1929 sales and the 
Harvard computation means that the 1929 sales in 
December were only 71.1 per cent of what a normal 
December’s sales amount to, in their relationship to sales 
for the year. 

In the analysis of repair sales in relation to total sales 
it is found that repair sales decrease in inverse proportion 
to the amount of net sales. This is set forth in Table 23 





TasBLe 23.—Ratio or Repair SALes TO Net Sates, sy Size Groups 





Per Cent 

Total Total Repair of 

Net Sales Stores Net Sales Repair Sales Total Sales 
Less than $10,000....... 43 $265,100 $90,100 34.0 
$10,000 to $24,999....... 68 1,156,500 249,400 21.6 
$25,000 to $49,999....... 71 2,534,700 454,500 17.9 
$50,000 to $99,999....... 57 3,951,800 444,700 11.3 
$100,000 to $249,999..... 35 5,437,800 571,400 10.5 
$250,000 to $449,999..... 17 6,021,500 566,900 9.4 
$500,000 and more....... 17 14,893,300 1,213,900 8.2 
ONE: ci dedcnadausey 308 $34,260,700 $3,590,900 10.5 





which lists the jewelry stores in size groups. ‘The total 
line of this table shows that for all stores, the average 
repair sales are 10.5 per cent of the total net. 


Inventories 


Typical closing inventories for 1929 are provided by 
Table 31. The listing shows inventories for stores in 
several size groups. The tabulation of the quartile points 
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and the median gives opportunity to the merchant to 
ascertain whether his inventory is more or less than the 





TaBLeE 31.—-1929 CLosinc INvENTORIES oF 502 STORES 


Inventory Value 
— © = 





| \ 
First Third 
Quartile Quartile 
Net Sales Stores Total Point Median Point Average 
Under $10,000 73 $359,800 $2,900 $4,000 $5,700 $4,929 


$10,000 to $24,900 138 1,783,200 7,200 11,400 16,300 12,922 
$25,000 to $49,900 101 2,314,500 16,800 20,100 26,900 22,916 
$50,000 to $99,900 93 3,610,000 26,100 35,700 49,800 38,817 
$100,000 to $249,900 62 5,050,100 38,900 72,500 101,200 81,453 
$250,000 to $499,900 21 4,151,500 110,800 180,100 240,700 197,690 
Over $500,000 14 8,271,400 289,900 433,400 1,033,700 590,814 


Total 502 $25,540,500 $8,800 $20,100 $40,300 $50,877 





typical amount (signified by the median for his size 
group) and its relation to the quartile points. 

Table 32 compares closing inventories for 1929 with 
those of 1928. Only two size groups show decreases. 
That the average increase of total inventories of 1929 





TaBLE 32.—CoMPARISON OF CLOSING INVENTORIES FOR 1929 anv 1928 


1929 

(et tr 

1928, Total Total Per Cent 

Net Sales Stores Inventory Inventory of 1928 
Less than $10,000........ 51 $258,600 $267,500 103.4 
$10,000 to $24,999........ 100 1,276,900 1,295,400 101.4 
$25,000 to $49,999........ 87 2,105,300 2,072,400 98.4 
$50,000 to $99,999. ....6.. 79 2,989,600 3,038,800 101.6 
$100,000 to $249,999...... 52 4,221,700 4,436,000 105.1 
$250,000 to $499,999...... 20 4,075,000 3,996,800 98.1 
$500,000 or more......... 13 6,554,300 6,839,600 104.4 
BONE iis acicee ores 402 $21,481,400 $21,946,500 102.2 





over 1928, 2.2 per cent, corresponds exactly with the 
average decrease in net sales for 1929 as compared to net 
sales for 1928 is an interesting coincidence pointed out in 
the survey. 

Data showing the proportionate stocks of 15 classifi- 


classification is not constant. However, it is stated that 
the data may be accepted as representing very closely the 
typical conditions. 

A comparison of inventory percentages by commodities 
with sales percentages by commodities is shown by the 
chart on page 117. In studying this chart it must be 
remembered that several factors enter in to alter the true 
relationship of these figures. It is pointed out in the 
survey that as the watch repair sales are so much higher 
than the value of the materials used (listed against the 
inventory block as “Repairs and engraving”) they pro- 
portionately reduce the percentages for the other classifi- 
cations. Also, turnover and mark-up are varying factors 
in each commodity class, thus reflecting their effects in 
the comparison. 


Stock Turn 


Median rates of stock turn according to size groups 
are shown in Table 38. Rate of return was arrived at 
by a comparison of the cost of goods sold during 1929 
with the average of inventories at the beginning and the 
end of the year. 





TABLE 38.—TURNOVER 


Annual Turns 


—/ 








co — ‘ 
First Third 

Quartile Quartile 

Net Sales Stores Range Point Median Point 
Less than $10,000...... 34 0.3- 3.5 0.6 0.8 1.2 
$10,000 to $24,000..... 69 0.2- 2.6 0.5 0.8 1.1 
$25,000 to $49,000..... 63 0.3- 3.4 0.6 0.9 1.2 
$50,000 to $99,000..... 53 0.2- 4.2 0.8 1.1 1.5 
$100,000 to $249,000... 33 1 0.5-26.1 0.8 1.0 1.8 
$250,000 to $499,000... 13 0.7- 2.2 0.8 1.1 1.5 
$500,000 or more...... 11 0.7- 1.5 0.8 1.0 1.3 
WUEe dddeatuudes 276 1 0.2-26.1 0.7 0 1.3 


1 This unusually high figure of 26.1 applies to one store doing no in- 
stallment business. 





TaBLe 34.—MeEpian PERCENTAGES OF INVENTORY VALUE, BY S1zE GrouPs 





' Median Percentage of Total Inventory in Stores Having Net Sales— 

| ptm a = pei cal Se ee a, eee ——_ eit eee a 

Stores Less Than $10,000 $25,000 $50,000 $100,000 $250,000 $500,000 All Groups 

Classification Reporting $10,000 to $24,999 to $49,999 to$99,999 to $249,999 to$499,999 and More Combined 
Diamonds and other precious stones.... 212 12.3 15.8 28.4 32.6 ae 42.4 58.8 29.6 

Jewelry; gold and platinum, solid and 

i Sere Tee er eT Ure e rete 168 16.9 21.7 18.0 19.4 16.1 14.1 10.7 17.9 
Other jewelry, excluding costume jewelry 123 32.2 10.0 6.2 4.6 2.9 2.7 0.1 6.4 
err re er re 108 1.8 2.0 1.7 2.0 1.2 1.3 0.5 1.8 
Watches, other than jeweled........... 190 18.6 17.4 19.8 15.7 13.7 9.7 6.3 16.7 
DEI GMM dcegsencs scat otveninwss 87 0.2 0.4 0.5 0.4 0.7 0.0 0.2 0.5 
SNE GUE) peered 60066 cCkecnawes 144 3.2 ae 2.7 2.0 1.0 1.3 1.6 2.4 
SESUDE GIVOLWALE, 02 ¢ cise se ctccvceves 156 2.1 aa 3.2 4.9 8.0 11.5 9.7 4.8 
oe eee rer eer 173 7.8 7.0 Ie Le 3.9 3.2 1.9 5.5 
Glass and chinaware, lamps, furniture.. 153 2.3 2.7 2.0 2.7 0.5 4.9 2.3 24 
2 ee erry err 119 1.8 2.0 1.1 0.9 0.1 0.9 0.2 1.3 
Pens, pencils, and stationery........... 171 2.5 2.5 2.0 1.2 ; 1.0 1.6 1.9 
Gifts; novelty and souvenir items...... 123 2.4 2.0 2.4 3.1 1.4 3.1 3.0 2.8 
Cee. SON aoc dca eeecetbenseeus 150 6.6 4.6 2.9 3.2 2.3 2.4 1.7 2.8 
Materials for repairs and engraving.... 134 9.5 8 3.4 2.2 1.8 j 1.2 2.8 





cations of merchandise according to size groups are given 
in Table 34. The median percentage of the inventory 
value of each of these classifications varies considerably 
in the different size groups as is shown by another table 
giving quartile points on the combined groups. For all 
of the stores reporting (212) the inter-quartile range of 
percentages of total stock for the “diamonds and other 
precious stones” classification is from 17.5 to 39.6. The 
median for this classification, as shown in Table 34, is 
29.6 per cent. In this table, an increase of the sale of 
diamonds and other precious stones is consistent with the 
increase of total net sales of the store. Repair sales, on 
the other hand, decrease as the size of the stores increase. 
As is pointed out by the survey, the totals of the per- 
centages will not come to exactly 100 per cent for two 
reasons: median percentages have been used in preference 
to averages, and, the number of stores reporting on each 
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Gross Margin 


Gross margin figures are presented with repair sales 
eliminated from the computation. Table 45 shows the 
gross margin on merchandise sales by size groups. 

The survey indicates that the very narrow margin 





TasLe 45.—AverAce Gross Marcin, By Size Groups 
Average Gross 


Net Sales Stores Margin, Per Cent 
[eS ers eee 33 26.1 
SR ON Bin nce ca vsceccceedeeuces 71 35.2 
SER th BOROND........-<<ccccwecencs 61 35.2 
SE ON ION ie aoc ccecscccccewenens 56 43.9 
Se OE ING 6 os a-e whic cguueeadues 35 40.3 
See OR SONI oivcccwciccetcsasnce 15 49.2 
Cee GN MIiliad. 4 Sons dc cccckieabueees 10 37.0 

EI aN Pika 4 ewadencn te aeuaes 281 42.9 





shown in this table for the stores in the smaller size 
groups is brought about by the elimination of repair sales. 
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These Facts Will Interest You 





Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because they 
are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 











Approximately one-fifth of the oysters treated 
die.- One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty eels house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


K. MIKIMOTO 


535 FIFTH AVE., NEW YORK, N. Y. 
IQOOQOLs 




















Diamonds and other precious stones. 
Jewelry; gold and platinum, solid and front. 
Other jewelry, excluding costume jewelry. 
Costume jewelry. 

Watches, other than jeweled watches. 
Electric clocks. 

Other clocks. 

Sterling silverware. 

Plated silverware. 

Glass and china, lamps, furniture. 
Optical goods. 

Pens, pencils and stationery. 

Gifts, novelties and souvenir items. 
Other merchandise. 

Repairs and engraving. 
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Comparison of Inventory 
Percentage with Sales 
Percentage by Stock 
Classification 


White block indicates per cent of 
total inventory value. 

Black block indicates per cent of 
total net sales. 

















It is pointed out that a very large percentage of the busi- 
ness of these stores is in repairs, that often the sale of 
merchandise is only incidental to the major business of 
repairing, and that the mark-up on such articles is gener- 
ally very small. 


TasBLe 48.—Gross Marcin By COMMODITIES 








Gross Margin, Per Cent 
= eee 





——— 


Gross margin by commodities is shown in Table 48. 
That a high gross-margin is not altogether an index to 
the desirability of handling any given class of merchan- 
dise is pointed out by the survey. The factor of turn- 
over is a great leveler in this case and frequently articles 
having a low mark-up are productive of large profits on 
this account. 


Operating Expenses 




















First Third 
Quartile Quartile 3: - 
Classification Stores Point Median Point Average Operating expenses are listed according to size groups 
Diamonds and _ other precious . _ : . ° 
peStOMES ane ne ie cen Aare 81 41.0 42.4 47.4 42.6 in Table 63. An item eee brought out — 
Jewelry; gold and platinum, solid "Sic j , , 
i ee ~~ asc a oc ae analysis is the fact that in the larger size groups, the tota 
Other jewelry, excluding costume 6 ma ve salary and wage expense of stores not paying salary to 
EP OPE 32 . é , 6. ‘ ’ 
Costume jewelry.............6. 27 41.3 47.5 Si.3 45.1 managers or proprietors constitutes a higher percentage 
Watches, other than jeweled ¢ 5 
eae peppers 71 39.9 43.3 47.1 43.5 of net sales than the salary and wage expense of stores 
ON Se err eer ere 14 38.7 40.5 41.4 39.8 . . ~ - - - 
Clocks, other than electric clocks $1 36.4 38.7 42.0 38.0 that do pay salary to managers. An Pere ert of this 
terling silverware............. 56 34.9 38.4 40.2 36.8 arity : ery ; e 
Plated silverware ........... ... 62 396 43.0 47.1 42.5 peculiarity led ve the discovery that stores in the larger 
Glass and chinaware, lamps, fur- - ie in aan an size groups which do not pay managers, do, however, 
ES OPO PE re 7 31. : ; 38. ‘ - 
Optical goods... 2.2.2.2... 0002. 36 «42.40 53.7 «62.4 52.4 pay their employees at a considerably higher rate than the 
Pens, pencils, and stationery.... 56 36.2 40.5 44.1 38.5 y os . f th 
Gifts; novelty and souvenir items 41 34.1 41.4 44.3 39.4 average for all stores, while stores of the same groups 
Other merchandise............. 54 32.4 40.9 45.9 38.6 
Repairs and engraving.......... 72 39.3 55.8 71.4 55.6 (Turn to page 163) 
TasBLe 63.—OPpERATING EXPENSE 
~ Net Sales — — 
Less Than $10,000 to $25,000 to $50,000 to $100,000 to $250,000 to $500,000 or All Groups 
$10,000 $24,999 $49,999 $99,999 $249,999 $499,999 More Combined 
Per Per Per Per Per Per Per Per 
Cent Cent Cent Cent Cent Cent Cent Cent 
Item of of of of of of of of 
Stores Sales Stores Sales Stores Sales Stores Sales Stores Sales Stores Sales Stores Sales Stores Sales 
Rent TU TO CC TTT ee re 153 10.3 289 rp 213 6.5 164 6.3 93 6.1 32 6.3 28 5.0 972 6.0 
Light, water, heat, and power...... 170 2.5 311 1.6 202 1.2 160 1.1 89 0.8 26 0.7 28 0.4 986 0.8 
Repairs and depreciation........... 64 2.6 172 1.6 155 3 132 1.2 84 1.0 30 1.5 26 0.9 663 1.1 
RR eee ee 169 2.0 280 1.4 193 1.0 136 0.9 87 1.2 31 1.1 28 1.4 924 1.2 
Eee are 157 1.2 285 1.0 209 0.8 156 0.9 93 0.9 32 0.9 28 0.7 960 0.8 
Salaries and wages: 
Stores not paying salary to manager 56 10.9 129 =12.8 77 15.8 55 15.2 21 17.5 > ia 8 19.5 335 14.2 
Stores paying salary to manager.. 20 «37.4 100 = 29.3 96 =25.7 89 22.9 54 23.3 21 = 20.2 16 = 17.3 396 25.6 
Advertising (other than salaries)... 201 2.4 328 2.4 242 2.6 176 3.8 97 4.3 35 4.7 28 4.3 1,107 3.9 
Freight, express, and postage....... 139 1.2 255 0.9 184 0.8 131 0.8 a 0.8 28 0.6 24 1.1 836 0.9 
Boxes and wrappings.............. 110 1.0 164 0.9 123 0.8 96 0.8 58 0.9 26 1.0 25 0.7 602 0.8 
fh ae 81 1.5 153 t2 127 1.2 97 ec 50 1.0 20 0.9 18 0.7 546 1.0 
All other expenses............--00 67 3.3 187 3.2 149 3.1 133 3.8 69 3.4 25 3.2 25 4.1 655 3.6 
Total expense: ere ae cos ma 
Stores not paying salary to manager 44 = 31.3 92 32.6 63 34.6 47 35.5 20 «38.8 9 41.2 8 45.5 283 «34.4 
Stores paying salary to manager.. 12. 63.1 71 = 49.3 84 43.0 77—s 43.5 52 43.4 18 43.1 16 36.4 330 8645.0 


Note.—The sum of expense percentages for the 11 separate items does net prove to be identical 


with the “total expense” figures given in either of 


the last two lines. The discrepancy is accounted for by the fact that the separate figures were arrived at independently and with a varying number of 


stores. 
was included in the “total expense” figures. 
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Also, interest charges have not been included separately, the reasons for which are explained in the preceding text. 
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In some instances interest 
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JEROME RICHHEIMER 


20 WEST 47th ST. NEW YORK 














Emeralds - Catseyes 
Rubies Star Rubies 
Sapphires Star Sapphires 
Chinese Jade _— Black Opals 
Aquamarines and other 
Precious Stones 


AMERICAN GEM & PEARL CO. 


SIX WEST FORTY-EIGHTH STREET 
NEW YORK 


















A number of retail 


jewelers have realized the importance of antique jewelry 
as a department of merchandise which carries its appeal 
to the better class families of every community. No one 
will deny the fascination that rests in an heirloom—even 
though small and seemingly insignificant, a piece of 
jewelry which has come down through the generations 
imparts a certain dignity to the wearer; a feeling of the 
sentiment of days gone by. 

With an original outlay of between $1,000 and $2,000, 
a small but representative selection of antique jewelry 
may be stocked. Merchants desiring to establish such 
departments will find wholesale dealers in antiques only 
too glad to supply a large assortment of fine pieces of 
historical interest which will serve to stimulate interest in 
a window display promotion of antique jewelry, these 
pieces being loaned to the jeweler in addition to the stocks 
purchased. 

The window display may be arranged in such a way 
as to show typical pieces of the different periods. A pic- 
ture of Queen Victoria would make an appropriate back- 
ground for jewelry of the Victorian era, while the his- 
toric atmosphere of the Continent might be created by a 
portrait of Eugenie, wife of Napoleon III. 

It also might be of interest to show how some modern 
costume jewelry is an adaptation of antique jewelry— 
how the present day fashions of personal adornment are 
a reflection of the Second Empire period in France— 
stressing the individuality of each of the old pieces and 


the pleasure to be enjoyed through wearing of genuine’ 


originals. A card with explanatory copy should always 
connect the dramatic appeal of the display with the mer- 
chandise shown. 

England, in the Victorian age, showed a tendency 
toward lavish design in jewelry as in the other decorative 
arts. The use of gold was emphasized and fewer stones 
were employed, bringing about the development of in- 
tricate workmanship in metal instead of the almost com- 
plete subordination of the setting to the stones as had 
been the case during the days of the Georges. A vogue 
was established for wide, short necklaces lying close to 
the neck, flexible bracelets and bangles. The jewelry of 
England has always reflected the styles emanating from 
Paris and Italy, so, on the continent we find the jewelry 
designs of the 19th Century similar to those of the British 
craftsmen of the Victorian era. Among the jewelry of 
this period are unusual rings with a touch of royal blue 
enamel studded with rose and old mine cut diamonds, 
long gold chains, lockets, bracelets. 

There has been a wide variety of jewelry produced 
from which the jeweler may select his stock of antiques. 
For those of his following who do not wish to buy the 
more expensive gold jewelry, there is a fine selection of 
necklaces, chains and bracelets which retail from $10 to 


THE JEWELERS’ CIRCULAR 
for September, 1931 


SALES APPEAL 
ANTIQUE JEWELRY 











The solid gold mounted brooch and pendant com- 
bination, shown above, contains a finely carved 
cameo on a black background. The mounting is 
of twisted wire done in the Etruscan style, studded 
with oriental half pearls. The attachment, of the 
same design, is removable. 

The locket and chain is of black enamel with a 
solid gold mounting. Each enamel link of the chain 
contains diamonds set in star design with a similar 
diamond studded design in the locket. 

The solid gold mounted cameo earrings contain 
shell cameos with cupids carved in high relief on a 
brown background. The mountings are of Re- 
naissance design with a hollow workmanship and 
scroll effects. 








$15—solid silver pieces of which no two are alike. The 
designs are ingenious and fascinating and often an attrac- 
tive two-color effect is found in the combination of gold 
and silver. 

In connection with the selling of authentic antique 
jewelry, the retailer has an opportunity to offer similar 
pieces of modern make. These pieces, while not actually 
reproductions, are reminiscent of the spirit of the past 
and have the charm of old jewelry, at the same time re- 
taining all the characteristics of the fine workmanship of 
the present day. 
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“| Want to Buy a Watch” 
(From page 69) 


In the case of wrist watches, this kind of selling works 
miracles. Yet, I have watched salesmen in important 
jewelry stores show whole trays of wrist watches to a 


prospect without once getting a watch on the latter's | 


wrist in order to make him want to keep it. It has been 
said that the sure way to sell a fountain pen is to get the 
prospect to write with it and stick it in his pocket. He 
hesitates to part with it once he has had the feeling of 
ownership. And if that is true of a fountain pen how 
much truer is it of a watch? 


| 


I saw a New York jeweler sell a $400 wrist watch to | 


a woman who came in to buy one at $75 last November 
because he got her to try it on her wrist and got her to 
take a look at it in the counter mirror. Once she got the 
feel of it and a look at it on her own wrist, there was no 


question but that she would buy it. You could see that | 
on her face, even if she did hesitate over the price for | 


another half hour! 

An average watch buyer is naturally intensely inter- 
ested in the facts about a watch that he can understand. 
He may react favorably to the fact that this watch is 
imported while that one is not. Yet, when the jeweler 


explains to him that some of the finest watches are being | 


made in this country, he is interested. 


Whether a watch has many jewels or only a few means 
much to him when glibly explained by the jeweler. 


Whether the case is platinum, gold, silver, or nickel is a | 
point upon which he may be inclined to spend much time | 


and consideration; but when it comes right down to it, 


he wants a watch that will keep good time for a long time | 
and the salesman who lets this point get out of the sales | 


talk is running a risk. 


Presumably, every good watch today is reliable and | 
well backed up by the maker. But the average watch | 


prospect doesn’t realize this and while it is old stuff to 
the jeweler it is brand new to him. Yet, that price propo- 
sition always crops up and in too many interviews, the 
salesman permits it to dominate the interview because 
he himself will continue to talk about price long after the 


prospect has become interested in the features of the | 


movement. 

I asked a jeweler of experience not long ago how he 
sold watches and he said: “Well, all you can do is to lay 
out your trays and let the customer make his or her selec- 


tion. Name the prices and wait for results. There’s noth- | 
ing much to talk about and anyway, the average customer | 
wouldn’t either understand the points or be interested in | 


them.” 

But most jewelers feel otherwise. 

They know that it is up to them to help the prospective 
buyer decide. They know that in every watch interview 


there comes a period when the customer is “on the fence” | 


and that he may fall over on either side. At this point the 


sale is in danger. It is up to the seller to clinch things by | 
driving hard on the model that seems to be favored most. | 


In the case of watches, the customer is more “in the 


hands” of the dealer than is the case with few other | 
articles. There is no merchant whose weight goes farther | 
with a prospect than the jeweler making a watch sale. | 


And if he sits back and lets the prospect sell himself, he is 
running a grave danger of making no sale at all. 
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DIAMOND 
WAT CHES 


The watches illustrated are representative of 
a variety of styles that incorporate all that is 
beautiful in modern design. 


Their sheer loveliness and femininity make 
them instantly appealing to your women cus- 
tomers and to men who want to please. 


Extensive assortment of diamond cord and 
ribbon watches on hand in all platinum and 
platinum and gold combinations, produced 
and styled in the usual ZENITH manner. 


POCKET AND WRIST WATCHES 
AND CLOCKS 


Sole Agents in the United States 


ENITH 19 


WATCH CO.., Inc. 
64 West 48th St., New York 
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MAKERS OF JEWELRY SINCE 1907 


62.W. 47" STREET 
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The Two Marks Brothers 
(From page 81) 


at the factory. There’s nothing you can do about it. 
But on the other goods, suppose a piece comes in you 
intended to sell for $35. 

“This fall don’t be in such a hurry marking prices. 
Look it over carefully to see if it has sufficient style value 
to bring, say, $39. Suppose your merchandising instinct 
tells you, “Yes, this will sell for $39.’ 

“Then, if you mark it $35—now, get this—you are 
taking an actual voluntary mark down of $4 in your 


Extra 
Volume 
Required|| 6% 5% 


Rate Of Profit 
ip 3h eh 


$ 80 
$ 60 
$ 40 
$ 20 
$ 0 


Chart A 


mark up. You will have to do an additional volume of 
at least $80 (4 times 20) to make the same profit as if 
you had sold it at $39. You know $39 is 11 per cent 
more than $35, a handsome profit in itself. 

“A dollar here and a dollar there throughout the store, 
day after day, year after year, will sink or save any 
jeweler. 

“The old principle is just as true as ever: The profit 
is all in the top 10 per cent of the sales. Cut off the top 
and the profit disappears but expenses remain unchanged. 
There may be some excuse for having part of that top 
cut off by unavoidable mark downs. But the merchant 
has no right to stay in business who refuses to put that 
top 10 per cent on in the first place. That is a volun- 
tary mark down, and inexcusable.” 

“I believe everything you say, Old Vet,” Patty said, 
“but I’m still in a daze as to just how much mark up to 
put on my new goods.” 

The Old Veteran got out his pencil and laid out some 
figures (see chart A). “The generally accepted theory,” 
he argued, “is to reduce retail prices at the same per- 
centage as the wholesale reductions. 

“Under that plan, if a wholesale price is reduced 15 
per cent you would reduce the retail price 15 per cent 
also, which leaves the mark-up percentage the same. 

“I contend that theory is all wrong under present 
conditions. I insist any reduction should be horizontal, 
based on dollars, not on percentages. Thus, if a whole- 
sale price is lowered $5 you should lower your retail 
price $5. This will raise your mark-up percentage but 
will give you the same amount of dollar margin. 

“Look at the chart, Don, and let’s do some more arith- 
metic. Suppose an item cost $10 last year and sold 
for $18, a 44.4 per cent mark up. With a straight 10 
per cent reduction the new cost would be $9 and the new 
retail, $16.20, with the same 44.4 per cent mark up. 

“But the mark up in dollars, the cash from which you 
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BUY DIAMONDS at the NEW LOW PRICES 
! TODAY 


They are the premier investment 


We have bought out a large, clean stock of liquidated merchandise and can offer you 
choice bargains in mounted as well as loose diamonds at extraordinarily low prices. Among 
%} the mounted articles are bracelets, brooches, baguette wrist watches, clips and rings. All the jk 
mountings are of iridio-platinum, of highest class workmanship and are set with fine quality 

















diamonds only. 
FANCIES 


HARMONY 








1 Marquises, Emerald Cuts in the 
shapes, sizes and qualities most 


called for. 
Our Ample Stock 


insures prompt supply when your 
customer demands immediate de- 
livery. 


On your next rush order try us. 
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Phone JOhn 4-0961 or 4-3276 
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of design in mounted pieces is [f 
an absolute certainty when you 
entrust the selection of the stones 
to us. We are qualified for this 
important work by many years of 
satisfactory service. : 


We Solicit Your Calls 


on the merit of our co-operation. 


T NEW YORK 
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pay your bills, would be considerably less, reduced from 
$8 to $7.20—also a 10 per cent reduction. 

“Now comes this crucial question: Will the selling 
expense in dollars, overhead and all, be 10 per cent less 
on this item at $16.20 than it was at $18? And re- 
member if you price it at $16.20 you must reduce selling 
expenses 10 per cent merely to stay even. You must get 
the same efficiency for 90 cents that you-got last year 
for $1. 

“If you think that’s an easy job, I ask you why didn’t 
you do it last year? An $80,000 jewelry business has 
about $30,000 expenses. A 10 per cent reduction means 
lopping off $10 worth of expenses every day. Merely to 
stay even. It’s a big job, Don, a big job.” 

“Yes, but what’s the answer?” Patty inquired. 

“The answer is a horizontal retail reduction, not a 
percentage reduction. The wholesale price dropped $1, 
then lower the retail price $1, making it $17 instead 
of $18. This raises the mark-up percentage from 44.4 
to 47.1. 


T “Manufacturers, advertising men and econ- 7 
omists have preached vehemently that retailers 
must pass on to the public all wholesale reduc- 
tions. Then every one of them starts to talk | 
percentage reductions, which is wrong, instead | 
of dollar reductions, which is right. Their | 


arithmetic is bad, that’s all. 
a A 











“No one can deny that the purchasing power of your 
customers has been curtailed. It is faulty reasoning, there- 
fore, to say they can be sold more easily (that is, at less 
expense) just because of a small reduction in price. If 
the public thought these reduced prices would be dénly 
temporary we might have a talking point. But most 
people believe prices are due for no sudden upward jump. 

“No, sir, Don, if you sold 5000 individual items last 
year you will not sell 5000 items next year at any less 
expense, even though the items be priced less individually. 

“Your heaviest expenses are salaries, rent and adver- 
tising. It is quite probable that these will be fully as 
high per item sold in the future as in the past. The same 
is true of most other expense items.” 

Don Patty puzzled a bit. ‘Well, it seems to me that 
if prices are reduced but the expense remains about the 
same, then the expense percentage would be higher.” 

“You're right!’ the Old Veteran answered. “For 
myself I hardly see how we can keep expense percentages 
from rising the next year or so. Therefore a higher mark- 
up percentage must be obtained if the trade is to show 
a profit. 

“Let’s put the whole thing another way to make it 
plain. The retail price of any item is the sum of three 
things, (1) wholesale cost, (2) expense, and (3) profit. 
If the cost is reduced, while the expense and desired profit 
remain unchanged, then the retail price should be lowered 
only the actual dollar reduction in the wholesale price. 

“That is what I mean by a horizontal reduction as 
shown in the third line of my chart. And you notice 
this horizontal reduction increases the mark-up _per- 
centage. 

“So you can just forget all this technical reason-why 

(Turn to page 127) 
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STAR SAPPHIRES 


Gems of Fascination 





The Gift to Her Fiance 


The bestowal of a gift upon her betrothed by the 
fiancée is a charming custom that breathes the 
romantic spirit of the engagement period. The 
Star Sapphire Ring is suggested as being a par- 
ticularly suitable gift for this occasion. 


An extensive line of Star Sapphire rings for 
men and women, also cuff links and dress sets. 


LOUIS N. MARX 


551 FIFTH AVE. NEW YORK 











5 








































THE JEWELERS’ CIRCULAR September, 1931 


tg = 
HER MAJESTY | | cHas. GOLD & CO. 


1847 ROGERS BROS. 36 West 47th Street, New York 


A Manufacturers of 


GOLD AND PLATINUM NOVELTIES 














A COMPLETE STOCK ON 
HAND FOR DELIVERY ON 
SEPT. 15. 
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EARLY, THAT YOU WILL 
HAVE STOCK ON HAND TO 
FULFILL DEMAND FROM AN 
EXTENSIVE ADVERTISING 
CAMPAIGN IN SEPTEMBER. 
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DISPLAY MATERIAL FOR 


Three items always in demand—the Key Holder, Key 
ALL WHO WILL USE IT. Chain and Bill Clip. Made in 14K gold, all colors. 


Bill Holders Powder Boxes 
W h Key Holders SPECIAL Photo Lockets 
J. ° onnson Buckles ORDER Knives 
Key Chains Cigar Cutters 
14 Maiden ILVERWARE 1 W. 47th Compact Cases WORK Cigarette Cases 
Lane ~WINCE 1869 Street Hand Mirrors Cigarette Holders 
NEW YORK Lipstick Holders Phone Match Boxes 
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“TOKIO” PEARLS 


GENUINE PEARLS CULTURED 


DIRECT FROM FISHERIES 
MOST COMPLETE STOCK IN AMERICA 


ZIRCONS 


ALL SIZES — COLORS — SHAPES 
GENUINE ROCK CRYSTALS 
NECKLACE CHOKERS 


PAPAZIAN BROTHERS 
DIRECT IMPORTERS 
DIAMONDS, PEARLS, PRECIOUS STONES 
2 West 46th STREET, NEW YORK, N. Y. 
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C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


Seed Pearl Jewelry 


SPECIALIZING IN REMODELING 
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conversation and remember this one thing: Unless ex- 
penses can be materially reduced the jewelry trade must 
increase its mark up this year—and my guess is, about 
24 per cent.” 

“But, Old Vet,” Patty objected, “that’s the opposite 
of all the speeches I hear and all the articles I read. 
They all say mark up must be lowered so people can 
buy more.” 

“Remember, Don, they are saying these things in 
public. They can’t say anything else because their audi- 
ence is composed of two classes, customers and competi- 
tors. It would never do to talk higher mark up to 
either class. 

“Yet every one of them knows that in all history 
people buy more merchandise, jewelery included, when 
prices are rising, and less when prices are receding. 

“In a general way, lower-priced items consume less 
selling cost than higher-priced items. It certainly costs 
less to sell 100 pairs of $5 shoes than 100 pairs of $12 
shoes. Suits at $60 cost more to sell than suits at $30. 

“But where a small price reduction is made, yet at 
the same time salaries, rent and advertising remain un- 
changed, then selling costs do not automatically become 
reduced in accordance with the general rule. 

“That is the present situation in the jewelry trade. 
Therefore, if you and other jewelers reduce your retail 
prices in the same percentage as wholesale reductions you 


The Two Marks Brothers, Mark Up and Mark Down 


(From page 125) 























will be endangering your gross dollar mark up. This 
fund from which you pay expenses will be reduced out 
of proportion to the reduction in those expenses. 

“Reduce your prices, yes, but on a horizontal, rather 
than a percentage, basis.” 

“But how about advertised merchandise priced by the 
factory?” Patty asked. 

“Many jewelers will disagree with me,” the Old Vet- 
eran declared, “but I am convinced we should encourage 
manufacturers to price their goods on a longer margin 
for the retailer. No one can dispute that present margins 
have been insufficient to pay expenses and leave sufficient 
leeway for the off years. 

“The jewelry business is beset with many problems 
but I have found that getting an adequate mark up auto- 
matically solves many of them. It can be done, Don! 
It must be done!” 





Edward N. Herbster, for the past five years superin- 
tendent of the Elgin National Watch Co.’s factory, be- 
came general manager of manufacturing Aug. 1, with 
general supervision of all activities of the factory organi- 
zation, President DeForest Hulburd has announced. 
The position of superintendent has been discontinued, 
the general manager of manufacturing, a new post, being 
established. Other changes in the factory organization 
now under contemplation will be announced later. 





TRU-STONES 


make perfect Birthstones 


Because— 


in COLOR they conform to the Traditional “Stone-of-the-Month” 


MONTH TRADITIONAL “TRU-STONE” SYNTHETIC 
ee as ee ree GARNET—A perfect reproduction 
i A, er ViotiTE*—Amethyst in color. 
March ..... Bloodstone or Aquamarine. . AQUAGEM*—Aquamarine in color. 
Appell ...« eT WHITE.SAPPHIRE—Needs no introduction. . 
oer ee ee Diric—EM*—Columbian Emerald color. 
, errr Pearl or Moonstone......... ALEXANDRITE—Substitute stone for this month. 
BO sanc0v CN cleinadencaewneeswes Rusy—Needs no introduction. 
August ..... Sardonyx or Peridot........ PERIGEM*—Peridot in color. 
September ..Sapphire ...............-- SAPPHIRE—True to nature in every detail. 
October ....Opal or Tourmaline........ BERYLITE*—Pink Tourmaline color. 
OD ..c HE a 6 6 kd avnasancaKee ses GOLDEN SAPPHIRE—Topaz in color. 
December .. Turquoise or Lapis........ ZircoN—Adopted alternate stone for this month. 


*Registered Trade Marks. 


Ss. 


DIAMONDS <¢ 
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Tru-Stone Jewelry comes to you in distinctive display 
outfits. See that you get yours or write us for details. 


NATHAN & CO. we 


71-73 Nassau Street, New York 
PEARLS 













> PRECIOUS STONES 
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THE BIGGEST VALUE 
EVER OFFERED 


Th Pj t—Mi ° 
ree Piece Set—Mirror, Hair Brush and Comb at These New Low Prices 


$50.00 





Our $250,000 Stock 
Offered at 25% 
Below Cost 


Our magnificent $250,000 
stock of Jades, Carnelians, 
Amethysts, Lapis, Rose Quartz, 
Coral and Turquoise; also 
Jade Necklaces are offered in 
a wide selection of beautiful 


pieces. 


Also a varied line of Chinese 
Figures suitable for lamp bases 
in genuine Jade, Carnelian, 
Rose Quartz, Amethyst, Tur- 
quoise and Malachite. 


. You'll want to take advantage 
of these remarkable values at 
Never-Before heard -of prices. 
Buy now for your future re- 
quirements and enjoy a hand- 
some profit from your invest- 


ment. 


Our representative will gladly 


7 call on you upon request. 
Silver soldered gold finished bronze frames 
Exquisitely engine turned sterling silver inlays 
Opaaue enamel in black, lapis or spotted jade 

Crystal clear enamel in pastel tints Telephone 
Motifs of lapis, jade, rose quartz or carnelian e 

Hand painted ivory miniatures. Bryant 9-5575 


This combination and superior workmanship lend individuality to 
King’s Boudoir Sets and make the price of $50.00 for mirror, 


hair brush and comb phenomenal Chinese Gems Co. 


These are only a few of the designs we have to offer. 


KING’S ENAMEL & SILVERWARE, INC. 20 West 47th Street New York | 
7 WEST 45th STREET NEW YORK CITY 
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There is Profit for the Jeweler in 
MEETING the DEMANDS of FASHION 


@ These new brooches, three of many Edge creations 
Sun ray etched crystal background set with 
diamond. 14-kt gold, Rhodium finish. 


just released, are the most favored of modern jewelry 


fashions. Foresighted jewelers will anticipate the de- 





mand for this new vogue by placing their orders now. 
Each brooch is smart in design, exquisite in workman- 


ship, and fascinating in appearance ... These 


Center aq ine with di don each side. 


Pierced filigree, 14-kt gold in Rhodium finish. 





outstanding products of dainty, pierced filigree work 


will successfully meet every style requirement. 


@ All Edge products are profit- 
able items for the jeweler. SOLD THROUGH WHOLESALERS 


Profitable because they are so 
attractively designed that they 
sell readily, so finely made ia . 


Baas =F on ial | that they give lasting satisfac- 
Single diamond set in sun ray etched crystal tion, and so reasonably priced J E W E & R Y < O M P A N Y 


background. Rhodium finish in 14-kt gold. that they meet every purse. 
480 Washington St., Newark, N. J. 


New York Office: 145 Maiden Lane 

















$50.00 Linden Hall $52.50 Edgewood $55.00 Dwight $55.00 Wellesley 
, $60.00 List $63.00 List $66.00 List ’ $66.00 List 
Available in 14 kt. Filled Gold, White or Natural (List Prices Subject to Keystone Discount) 


READY IN STOCK FOR IMMEDIATE DELIVERY 


1015 CHESTNUT STREET PHILADELPHIA 
Distributor of Elgin, Waltham, Hamilton and Illinois Watches 
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This well arranged dinner table was set by Mrs. Otto K. LeBron for exhibition at the Chattanooga Flower Show 


SILVER TABLES 


Create 


CUSTOMER INTEREST 


Bhs annual Flower Show, 


held every May in Chattanooga, Tenn., becomes an un- 
usual channel of publicity for Edwards & LeBron, Inc., 
jewelers, under the direction of Mrs. Otto K. LeBron. 
There is a table setting contest held in connection with 
the show, and, says F. LeBron, “In view of the fact that 
the competition among the women is very keen, it is quite 
a common thing for the jewelers to lend various articles 
and sets for use in the display. While it is contrary to the 
rules that they should receive any direct notice and credit 
for the part they play, it is known to the public in general 
that this custom prevails. 

“In the case of this store, the fact that Mrs. Otto K. 
LeBron is one of the society ladies who has had a table 
in the competition for many years, gives us an oppor- 
tunity to take advantage of this situation by having her 
plan a display for us, making use of the merchandise 
which we want to feature. Of course it is generally known 
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“Institutionally, the exhibition has a great deal of 

value and creates a lot of comment and customer 

interest,” says Mr. F. LeBron, in describing the 

table setting contest which takes place yearly in 

Chattanooga, Tenn., as part of the annual flower 
show. 








that her table is an example of what the firm of Edwards 
& LeBron considers a correct service. 

“There are two series of tables; one set for luncheon 
and another for dinner, with 12 persons competing in 
each group. The tables are judged by women from other 
nearby cities qualified in this work. The show lasts for 
two days. The luncheon tables are shown the first day 
and the dinner tables the second. 

“There are between 5,000 and 10,000 daily visitors, 
and these represent not necessarily the wealthiest but the 
most desirable residents of the city. Institutionally, the 
exhibition has a great deal of value and creates a lot of 
comment and customer interest. 

“Jewelers are the logical ones to encourage anything of 
this kind which is of interest to society and which affords 
an opportunity to bring before a large number of people 
a beautiful showing of silver, china and crystal. It creates 
a desire in the minds of many women to have their own 
tables at home more beautifully and correctly appointed.” 
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AGAIN ALLACE RESSER ILVER 


SCORES A TRIUMPH [imyypmrmtiay 


S 


IN DESIGN AND PRICE! I 


Always a sales leader for the dealer, the Wallace 
Dresser Silver line this year features a strikingly lovely 
new pattern! In five variations, this new masterpiece in 
Sterling by the Wallace Silversmiths is certain to prove 
the fastest selling Christmas item any jewelercould stock. 


The variations of the new pattern are: No. 90 (illus- 
trated) with plain back, sells at $25.00 for the set of three 
pieces (brush, comb, mirror)— No. 90-2, has an engraved 
shield, sells at $30.00—No. 90-4, engine turned on the 
backs-and on the pieces, sells at $30.00—No. 90-9, 
has an embossed shield, sells at $27.50—No. 90-94, [ 
engine turned on back and also has an embossed shield 
and engraving, sells at the decidedly attractive price of ¥ 
only $35.00. 


The entire Wallace Dresser Silver line is presented 
in a new, beautifully illustrated catalog of 32 pages— 
just off the press. Thirty-two pages of quick-selling de- 
signs! You'll want this handsome catalog to display on 
the counter—to help you make immediate sales and to 
get special orders. 


Now is the time to stock Wallace Dresser Silver— 
particularly this exquisitely beautiful new pattern—truly 
a triumph in design, workmanship and price! And by 
all means write for the new catalog—now while you are 
thinking of it. 


Wallace are designers and makers of tableware, dresser silver and 
trophies in Sterling; tableware and trophies in Silver Plate; 
Early American and De Luxe Pewter . . . Founded in 1835. 


R. WALLACE & SONS MFG. CO. 
Silversmiths + + Wallingford, Conn. 


NEW YORK PHILADELPHIA CHICAGO 
411 Fifth Avenue 1204 Chestnut St. 10 So. Wabash Ave. 


LOS ANGELES SAN. FRANCISCO 
811 W. Seventh St. 140 Geary St. 


MEMBERS OF THE Sree 2titie 
SILVERSMITHS GUILD OF AMERICA 





atriage License Statistics trom 7| Cities 


Wh number of marriage 
licenses issued throughout the country last year has de- 
clined slightly in comparison with the figures for the 
previous year. The statistics which are available for 71 
of the leading cities of the United States indicate that the 
license bureaus have been little affected by the financial 
depression. The demand for engagement, wedding rings 
and wedding gifts seems to have remained staple in com- 
parison with the disturbed markets for most of the luxur- 
ies and even necessities of life. 

During 1930 the license bureaus of 71 cities issued 
334,370 licenses as compared with 372,132 for the year 
1929. A study of the official figures shows a striking con- 
trast between the figures for the two years in different 
parts of the country, says a release of the National Jewel- 


ers’ Publicity Association. As a rule; it may be seen that 
the decline in marriage licenses is greater in the larger 
cities, although there are some striking exceptions to this 
rule. Many of the smaller cities have not felt the effects 
of the financial depression in the least and show exactly 
the same number of marriages as in more prosperous years. 

The results are especially striking in the case of New 
York City, where the decline has been only some 7 per 
cent, or a little more than half that of the country in gen- 
eral. Chicago shows a decline of some 10 per cent. In 
Kansas City the decline has gone off only 4 per cent, 
which is negligible. Tacoma, Washington, has had a 
falling off of but 5 per cent. In New Orleans and New- 
ark, N. J., the decline has been less than 5 per cent. 
Oklahoma City has remained unaffected. 


MARRIAGE LICENSES ISSUED 1930—FROM THE LARGER CENTERS 





JAN. FEB. MAR. APR. 
NIE, MEMES. “fori a kd de wee wale ma a lees 234 259 210 271 
Los Angeles, CAM iienciorancceretn 1349 1313 1314 1538 
OE) SE ee eee 131 134 148 156 
ere 444 416 395 449 
WOU acs oe'e coeiev-amsceeee ee 152 153 151 180 
MONE, GON. occccccsciccesuce 57 63 43 72 
ee 76 61 58 81 
DE MEO, COG, oi sk ccccvecccecs 80 83 81 101 
WEMMRCDES, GO cicccccceeaceoves 43 24 16 40 
eee Be G. kccsccceceecsees 367 371 306 474 
ME, ND, ook s-0-6 0 eee 6 ddeneceve 110 125 144 147 
SS, ER on o's o:6c0'd we ee cece wens 129 143 136 150 
FN Oe ee 246 266 260 279 
CS OE ni Gec bu cs ude ew eee‘ axe 2634 2627 2111 2792 
eee Ee rere 230 267 297 348 
Oe ee re 99 115 128 114 
pe ig) arr ree 154 154 140 170 
Be er ee ee 222 198 220 167 
I MS i wecwcccaademawuewe 433 480 445 558 
SS Ee ere 541 451 400 625 
ee ENR, ROR. | 66-60 x scosew woe e eee 56 49 45 79 
Lowell, ae ates wes 47 33 31 64 
we ee 48 56 30 72 
Somerville, DN i ice woe tine ve 88 59 55 101 
Springfield, ME 3.02 60s ob S ROE ee 78 70 67 84 
WROGENINO, GMOS ics. ccwececaceese 72 66 62 119 
NE, aside tee idee eneccaews 994 989 813 1102 
MME, Goth ade eat dak cnwee eens 48 90 110 91 
Grand Rapids, Mich. ........00scccce 74 93 72 89 
ee er ree ee ee 61 63 71 88 
Oe SG Seer ee 260 242 252 294 
Serer 300 280 283 318 
NE NS So os wise meade dea’ 409 442 421 456 
Tat neue moda a aow eda 93 131 117 116 
Camden, | OE Sere errr 42 44 47 51 
Jersey City, ed oe oa stocete 6o\a.e aaracenrk ers 206 185 112 201 
pS Re) Sere ree 348 372 267 363 
ee . a re er eee 63 83 56 109 
PS Ee x6 ec bnleta cae eae ena 41 48 44 38 
fee ee ee eer ee 70 71 59 91 
MS TEES Say cetceeckecnaegees 262 248 200 297 
New York City 
CHOTOURE OF BONE) 20.0 cccicvsecs 1047 704 729 640 
(Borough of Brooklyn) .......... 1842 1757 1685 1686 
(Borough of Manhattan) 2489 2290 2196 2536 
(Rorough of Oudens) ....-..+5..: 500 442 376 568 
(Borough of Richmond) ......... 73 69 74 83 
SE Se eer rere 65 74 59 67 
IS ORE oi was bn 6 'd awa eens och es 41 29 33 51 
. | ees Snr 59 81 42 82 
hog ON. A Saree era 22 12 6 9 
I so. gaa 5.0 dive era oe wb ais 111 97 91 104 
SR err rrr rr es 201 203 178 197 
EE GME. “ss ae'e-« aes SOAP ROKR SS 660 725 541 693 
CS OEE fc ure bce c namdececiee' 250 225 227 249 
EN re cs yo ecru he neue wee 130 124 108 145 
po eee ee ere 627 624 786 814 
COMM, GRID. nec ce cscacscces 79 109 85 99 
Oklahoma City, Okla. ............. 184 206 236 238 
eer ere ree 148 137 126 141 
pS erie 973 944 920 1061 
(Serer er 650 653 457 668 
OM Sigeec es dleatedee ek eees 98 101 122 171 
PE ce opea es veneers eccuw es 181 194 116 186 
DS A Serres 144 117 108 168 
pO OO Seer ie 85 83 82 95 
PE COO ian cadceeecaiase es 233 179 164 158 
Me, WEED: oo ves civevs ciate vous 79 76 64 109 
Wee RONEN, BONED oo scccsvccccase 59 79 75 77 
PE, DOE inet cevaevscseceves 279 274 258 312 
ee NE, BONES: 6b kc ccwraceses 181 189 194 211 
are Bee Ce, Utes. onc ccs ccoce 137 125 148 174 
pS Se a eer rrr ee 74 82 74 80 
ET WE. ew ccbacaccusecces wees 261 285 247 317 
ET, EE 5 i's Gave. 0 Wib'sw eae egrwe 132 124 118 144 
Milwaukee County, Wis. ........... 274 325 218 388 
23,759 23,155 21,160 25,656 
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JUNE JULY AUG. SEPT. OCT. NOV. DEC. TOTAL 
503 286 362 321 260 281 270 3567 
2433 1630 1877 1657 1616 1486 1596 19,420 
210 164 187 178 162 161 195 1994 
731 592 615 567 497 443 507 6179 
353 250 280 199 192 190 239 2559 
139 60 62 124 115 103 45 970 
168 66 91 145 151 89 56 1126 
208 108 117 168 138 110 74 1336 
108 47 41 77 39 72 15 553 
666 402 554 527 468 446 476 5458 
120 65 80 63 76 75 100 1214 
154 100 100 104 119 103 171 1538 
356 254 279 264 286 262 349 3371 
4949 3217 3763 3205 3025 2875 2413 37,181 
430 297 363 285 333 303 282 3738 
191 144 137 123 121 100 122 1540 
312 154 170 198 163 207 200 2233 
402 266 170 273 267 218 238 2831 
812 483 582 578 557 830 468 6716 
886 614 802 749 633 496 492 7494 
119 92 86 161 67 66 58 1007 
121 62 65 73 97 77 29 740 
95 60 92 66 70 66 52 804 
126 91 140 116 99 82 66 1151 
213 113 111 169 140 130 62 1317 
164 103 187 127 116 104 74 1345 
1751 1152 1237 1057 960 863 796 13,082 
204 104 121 107 77 79 76 1222 
214 107 131 105 120 97 77 1307 
179 124 153 121 108 94 80 1231 
702 463 556 422 428 335 275 4646 
527 353 371 327 329 324 343 4079 
1028 482 560 517 637 546 441 6368 
280 122 166 184 143 121 101 1727 
120 66 63 86 72 69 43 759 
341 237 267 289 232 225 182 2769 
608 281 388 426 413 374 337 4590 
194 76 98 110 105 132 69 1168 
101 48 58 43 56 36 35 622 
169 98 126 137 99 77 71 1183 
641 406 481 518 354 322 204 4339 
1282 1010 712 877 729 677 819 9722 
2994 1661 2262 2077 1952 1880 1924 23,876 
3417 2526 818 2790 2824 2471 2556 31.714 
917 498 823 738 676 420 402 7070 
169 95 122 87 88 94 82 1143 
195 92 140 122 104 91 62 1181 
114 49 84 85 67 68 41 758 
120 82 92 113 87 87 46 1015 
33 15 16 16 11 11 19 185 
194 107 152 109 112 106 92 1416 
459 233 297 274 301 303 174 3103 
1309 941 1119 863 805 778 586 9944 
431 274 358 270 306 279 256 3403 
246 153 214 156 180 162 160 1925 
1090 830 930 710 790 800 700 9611 
159 105 138 111 113 104 77 1295 
288 248 240 259 245 239 261 2912 
341 169 263 185 178 157 155 2198 
2064 875 1160 1452 1137 1128 927 13,757 
1325 763 933 834 724 745 526 9170 
205 87 106 130 136 142 150 1583 
354 183 241 222 244 283 140 2553 
337 146 155 234 215 160 90 1990 
116 88 119 96 119 84 93 1186 
221 161 145 152 132 193 224 2117 
74 72 67 69 7 54 68 876 
125 89 97 94 91 72 107 1055 
406 337 347 321 339 285 341 3803 
267 245 239 220 208 194 224 2592 
432 164 223 228 185 170 190 2348 
146 83 104 119 106 108 88 1149 
601 366 496 377 349 331 312 4340 
214 161 224 166 155 150 128 1879 
838 413 583 468 368 363 206 5027 
43,511 27,160 32,108 29,990 27,986 26,258 24,005 334,370 











THE JEWELERS’ 





CIRCULAR September, 1931 












IN STERLING 


such calm, serene and competent 
























power to arouse admiration is 


SELLING-POWER! 


By THE uncompromising quality of its worth in weight, 
attractiveness and craftsmanship, the LOTUS “sold 
itself on sight” to 90% of the leading retail jewelers 


to whom advance showings were made. 


By the simple and timeless loveliness of its design, its 
instant appeal to the eyes of modern-minded people, its 
fashionable hand-wrought effect, the LOTUS promises 
to turn the sales-curve of Sterling tableware upward 


for dominant jewelers everywhere. 


The LOTUS is a complete, confined and protected pattern 
in Sterling for selected retail jewelers. Ask Watson sales 
men or write to us for detailed information. THE WATSON 


ComPaANy,22 WATSON Park, ATTLEBORO, Mass. U.S.A 





New York City Chicago Los Angeles 
347 Fifth Ave. 37 So. Wabash Ave. 643 So. Olive St. 


blowest Patteem im 


atson Sterling 


ae 0 #5 


TRADE MARK 












Reasoning Reaps Repair Profits 
(From page 83) 


-gized for this unexpected trouble and told him the watch 
would be ready within the hour. 

“What kind of a joint is this?” he demanded. “TI left 
that watch here three months ago and it hasn’t been 
repaired.” 

I tried patiently to explain that the watch had been 
repaired and ready for some time, and that the spring 
had broken of its own accord. Still he was not satisfied 
and insisted on standing over me while I replaced the 
spring, to see, as he said, that I put back the same material 
that came out. Now there is a limit to the patience of 
the politest of men. Mine was almost exhausted. 

“Don’t talk like a child,” I snapped, losing my 
patience entirely. ‘This place would hardly have been 
here for 35 years if we exchanged watches or material 
with our customers. 

When I completed my lecture, though I confess I 
had cooled down somewhat, my customer surprised me 
by apologizing for his remarks. We parted as friends 
and today he is a regular customer. 

The jewelry business today, like most any business, 
is based on confidence and sales ability. The same man 
who breaks his watch and expects to get it repaired free 
of charge, will wreck a new automobile and pay the 
price without a word. Why this should be so I do not 
know. But I do know that the public can be educated 
in such a manner as to place watchmaking on an equal 
plane with any other business. 


Never, at any time, should a contact man knock 
a competitor. It is not only unethical, but it 
creates in the customer’s mind a distrust of all 
jewelers and watchmakers. 


Frequently we encounter customers who have been 
“gipped’”’ so often that they are right in suspecting every- 
one. It is up to the honest, conscientious contact men to 
overcome this deep rooted evil. If we all strive toward 
that end it will not be difficult of attainment. Keep con- 
stantly in mind the fact that we have a definite place to 
fill—that we have a service to sell. And sell it. See 
that every job turned out is in excellent condition, and 
then see that it gives satisfaction. But do not take up the 
watchmaker’s time doing a lot of free work for which 
they should get pay. Conduct your department in an 
efficient, business like way and watch it show a profit. 

One of the most puzzling problems of the contact 
man is the contentious customer—the customer who has a 
stem or mainspring put in his watch and then expects 
to get it cleaned and overhauled and kept up for 12 
months. Recently I encountered one of this type. He 
brought in a lady’s watch for stem and crown. I told 
him that the watch was in bad condition and should be 
overhauled. He only wanted a stem and crown. There- 
fore, I put in a stem and crown and delivered the watch. 
The following day he returned, complaining that the 
watch would not run, and insisting that the watch was 
guaranteed for 12 months. I used every argument at 
my command, all to no avail. So insistant was he that 
I do the job free of charge, I finally made a slight re- 
duction in price, simply to keep him satisfied. ‘The scheme 
worked in this case; he has made some nice purchases 
since then and has been a very consistant booster. 
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Associated Silver Co. 


25 Years Ahead 
of the 
Field 


The Associated Silver Co. 
Never Did 
Sell Wholesalers of Any Description 
Much Less 
Wholesale-Retailing 
Concerns 





If You Feature 
Associated Silver Co. 
Products 
Your Price Competitors 


Cannot Undersell You or Cash in on 


the Match-ups Which Belong to You 


Cutting 


Associated Silver Company 


4450-56 RAVENSWOOD AVE 
CHICAGO 


oe, 
SILVERSEAL 
ed 
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Iwo Outstanding Patterns 





reflecting the value and 


IRISH extended popularity of 
ANTIQUE 
IN DIMES well conceived design as 


STERLING 








interpreted by Dimes. 


THE DEBUTANTE 


a pattern of dynamic expression which has 
sold astoundingly well for the past year 













IRISH ANTIQUE 


The origin of this charming pattern goes 
back to Joseph Walker who between the 
years of 1698 and 1702 worked with the 
famous Goldsmith Company of Dublin, 
Ireland. Its classic charm has stood every 
challenge of changing styles for over two 
centuries. 

























Matching these famous flatware patterns, 
and bearing the same Trade Mark, are 
hollowware pieces and services which ex- 
press the same good taste and fine crafts- 
manship. 


DEBUTANTE 
IN DIMES It is easier to sell complete silver services 
- i of the same manufacture than to offer 
erent! — ‘; ¢@ haphazard assemblies of possibly inferior 
ce 4 construction and design. 





We will gladly send you folders showing 
these patterns. 





RICHARD DIMES 


COMPANY 


STREET On maen,| MASSACt 











What | Don’t Know About Insurance 
(From page 85) 


which is entirely correct. In my:own case, our rugs hap- 
pen to be tacked down and we have them included as part 
of the building. Most of us realize these little technicali- 
ties and plan for them. However, in this particular case 
(as could easily happen) the insured’s wife, finding that 
some rugs were wrinkling in doorways, took a few ordi- 
nary carpet tacks and had the maid tack the carpets to the 
floor in a few places. Immediately, $5,000 worth of car- 
pets became, not furnishings, but part of the building. 
Now, if she had told her husband of this, he would (per- 
haps) have cancelled part of his insurance on the furni- 
ture and added an additional policy on the house, and 
there would have been no harm done. Or would he? I 
don’t know. But of course he did not know this until the 
fire occurred and then fortunately found there was enough 
insurance to pay the loss under the building policy. 

But take a policy which concerns the jeweler far more, 
that is “use and occupancy.” In the form under which a 
great many stores are still operating it is necessary to 
estimate for three years ahead just how much business 
they expect to do for each day or week or month in the 
year. For instance, when we had that sort of a policy, the 
week before Christmas was insured for so much per day, 
the week before that for so much less, etc. 


T If the business which was being done on that 
particular week was more, you could collect only 
the amount of your loss. If the amount of busi- 
ness was less, then you were under insured and 
could collect only the amount paid for. 











ae 


In either case, the adjuster took the amount of business 
you had been doing in the weeks or months previous to the 
fire and estimated what he thought the business would 
have been on the week you were out of business. 


Then this new policy came along and they now allow 
you to figure the amount you insure on a yearly basis. 
You must set the amount for a full year or you become a 
co-insurer under your own loss. On the other hand, as in 
the old policy, if you have too much insurance, you can’t 
collect even up to the full amount of your expenses unless 
the business that you were doing at the time of the loss 
indicates that you would not only have earned these ex- 
penses if you had stayed in business, but that you would 
have necessarily spent them out of business! And if you 
insure for too little you can only collect up to the amount 
of the policy! Nor is this all. You may have certain items 
in your expenses which you have listed and paid insur- 
ance upon. The adjuster may, and often has, questioned 
these expenses on the ground that you really have not lost 
this or that particular expense because, being out of busi- 
ness, you don’t have to pay it anyway. 

But there are added expenses for a night watchman, 
salvagers, etc., whom you must necessarily hire to watch 
the ruins. You may suppose these are paid under your 
Use and Occupancy policy. In actual practice, however, 
it is very difficult to collect for anything except what you 
can definitely prove must be paid for. Your policy, for 


(Turn to page 141) 
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IN FANCY 
PLAIN BACK 





























a Prices—Attractive 


OO® 
Remarkable Downward Revision of Prices 


These are the most extraordinary reductions ever 
associated with sterling silver of established merit. 
These unparalleled prices will be in force only dur- 


ing the present market condition. Complete tea 
and dinner services to match. 

Tea Spoon Medium $10.00 Doz. 
Medium Forks 24.00 ” 
Medium Knives 21.00 ” 
Oyster Forks 11.00 ” 
Salad Forks Ind. 15.00 ” 
Bouillon Spoons 14.00 ” 
Cream Soup Spoons 15.00 ” 
Butter Spreaders 12.00 ” 
Ice Cream Forks ne ™ 
Ice Tea Spoons 18.00 ” 
Sugar Spoon 1.25 Each 
Butter Knife 2.00 ” 
Cream Ladle [a * 
Gravy Ladle pS ag 
Olive Fork Za * 
Lemon Fork ei 


Retail Prices—Subject to Discount 


Matching odd pieces in 
Sterling Silver our Specialty 


The Schofield Company 


Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 
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Typifying Charm and Magic in Tableware d | S Mad n 


Unrestricted Guarantee 


One Quality 


One Price 


THE 


ee So eet. ba eo oe 


NEW YORK 
a BRISTOL, CONN. 


MAKERS OF FLATWARE SINCE 1857 

















instance, shows the insurance is to take care of the salaries 
of employees under contract or those important employees 
whose services must be retained. Not one store in a hun- 
dred has any percentage of employees on a yearly contract 
—wmost of them have none at all. The only way you could 
even suggest that an employee is absolutely necessary is to 
retain him and pay him his full salary, trusting that the 
settlement with the insurance company will agree with 
your decision, for if you let him go, your own action 
might be taken as sufficient indication that you did not 
think he was necessary and that he would not be covered. 

Understand again, this is no criticism of the insurance 
companies at all—it is merely a criticism of the forms and 
conditions under which they operate. We may well be 
thankful that there are so many high grade insurance 
companies in the business and that they justify our con- 
fidence in a large majority of cases. Nothing in this article 
must be taken as a criticism of the insurance companies. 

But the adjusters who handle their settlements are 
only human. They have a record to make and, generally 
speaking, the better their record, the worse treatment the 
assured gets. Our contention is that adjustment policies 
should be determined in advance and be less a matter of 
adjuster’s judgment and agency good will. Can it be done? 
I don’t know. 

Take the following apparently harmless little clause in 
your policy. Have you ever read it? ... “As soon as 
practicable after any loss, the insured shall resume com- 
plete or partial operation of the property herein described 
and shall make use of other property, if obtainable, if by 
so doing the amount of loss hereunder will be reduced, 
and in the event of the loss being so reduced such reduc- 


’ Pe ee 


SILVERWARE 


EVERYTHING—LARGE OR SMALL—ODD JOBS 


SPECIAL 





i ei ie 


217 E. 38th ST. 
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CURRIER & ROBY, Silversmiths 


tion shall be taken into account in arriving at the amount 
of the loss hereunder.” 

In actual practice what happens? The assured attempts 
to start business again. He finds it will take some time. He 
immediately tries to find other property available. There 
may be an available site. His judgment must dictate 
whether he should take this site at maybe an increased 
rental or whether he should not take the risk. 


4 s 
And he must guess right! For if he does not } 


take this place and the insurance adjuster feels 
that he could have done business there he has 
not complied with the policy conditions. If he 
takes the new site and makes a failure of it, it | 
is up to him to stand the loss. And if he takes 
the site, and by so doing, reduces the amount 
of the loss, then the profit, if any, belongs to 
the insurance company. “Heads | win, tails you 
lose!” 7 
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These examples, understand, are not given in any 
critical manner—simply to show that there are details in 
regard to insurance with which the average insured may 
be entirely unfamiliar. Could these be simplified and made 
clear if the insurance companies realized that there is a 
large and growing demand for this sort of correction? I 
don’t know. 


Take your fire policy. Have you ever read that thor- 
oughly? Has it a clause stating that your policy is void 


NEW YORK 
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Introducing 


VIKING 


COPPER 


by MULHOLLAND 


Looking for Something Different with Sales Appeal? 


Then stock your shelves bountifully with 
pieces that are actual reproductions of 
Swedish copper. Kettles with brass or pewter 
trimmings, trays, bowls, bon bons, sugar 
and creamers. 


Copper has merit. It is substantial, yet 


beautiful. It is inexpensive, yet individual. 
Many sales will be lost this season by the 
dealers who figure they can manage without 
copper on their shelves. Copper is already 
an institution in the large cities. 


Write for prices. 


MULHOLLAND SILVER COMPANY 


Manufacturers of 


COPPER, PEWTER AND SILVER HOLLOW WARE 


100 GALE STREET 


AURORA, ILLINOIS 


Western Display Room at 150 Post Street, San Francisco, Calif., C. C. Skov, Representative 
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if you do not use all reasonable means of saving and pre- 
serving the property during and after the fire, or where 
the property is endangered by fire in the neighboring 
premises? Suppose that you do move any of this property 
to some other location not as safe as the one you are in, 
will you be able to collect any insurance in case the prop- 
erty is stolen? Suppose you are completely burned out and 
you move the property for safe keeping to another location 
and it is there longer than five days, does your policy 
cover? I don’t know. 

Do you know that your fire policy does not cover loss 
or damage either caused directly or indirectly by invasion, 
insurrection, riot, civil war or commotion or by a number 
of other things, which may constitute reasonable exception 
but which the assured does not usually know anything 
about? Well it doesn’t. And, by the way, do you know 
what constitutes ‘riot?” The foundation of American 
jurisprudence is the old English law. England, in her 
Riot Act of 1713, defined a riot as any twelve persons 
unlawfully assembled in the disturbance of the -peace. 
But do you know that it has been decided in insurance 
cases that a disturbance by three or more persons can be 
considered a riot within insurance law? And under the 
circumstances, who would dare define the word ‘“‘commo- 
tion?’ Could the term be construed to mean commotions 
caused by a good deal less than three people? I don’t 
know. 

Does it not seem that insurance policies have been read 
by only one party to the contract and, in consequence, 
that they have become a little bit one-sided? Does your 
fire policy cover explosion? Probably not. But if you buy 
an explosion policy, it specifically eliminates explosion in a 


boiler, although it would cover explosion caused by a riot. 
Now, if you do carry boiler explosion, it would not gover 
explosion caused by a bomb. But if someone during a riot 
bombed the waterworks and the water in your boiler be- 
came low and the boiler exploded, would you be covered 
or not? Read your policy. Your guess is as good as mine. 
I don’t know. Neither does the adjuster, although this 
same case has been settled not once, but many times. 


Shouldn’t the retailers get together with the | 
insurance companies and work out a2 policy which | 
would be more in line with what we need? Some- | 
thing that will acknowledge the hazards the re- | 
tailer wants to cover, leaving out exceptions that | 
void the policy every time a black cat walks | 
across the street. It is true that 99 per cent of | 
the insurance companies are perfectly honest 
but, on the other hand, so are the retailers. 
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You may have a jeweler’s block policy in which riot 
and civil commotion are not covered. According to these 
present insurance regulations, you cannot buy riot and 
civil commotion insurance without buying an explosion 
policy. And explosion is already covered under your Block 
Policy. In this you can either get double insurance or not 
any. And have you examined the exceptions? 


Insurance contracts are drawn up by lawyers. Not 
one but is read over by at least ten. Now if nine of these 
represented the insurance companies and one the policy 





SILVER 


PURE ANODES 


ALL SIZES 


STERLING 


PLATE, WIRE, SHEET, CIRCLES 


SOLDER 


ALL FORMS AND GRADES 











SILVER 


Whatever process you use in mak- 
ing your Sterling Wares you will 
find the methods we use in rolling 
and annealing of decided help in 
your production. 


Let Us Send You a Trial Order as Proof. 


THE AMERICAN PLATINUM WORKS 
N. J. R. R. AVE. AT OLIVER ST. 
NEWARK, N. J. 
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To increase your profits—use 
“Westray” Modern—Attractive— 
Serviceable Trays 


Write for catalog or order through your jobber 


WESTERN TRAY & CASE CO. 


423-27 Plum St. WESIRY Cincinnati, Ohio 


PEWTER || ate ant Substantial Profit 
with 


Colonial reproductions of au- A Line of Silverware That Is Selling Now 
thentic design and superior 























workmanship—wrought in the 


English Reproductions of 
most salable metal of the day! Beautifal Od Bosigue 








Let us send you illustrations = 


and price list. ' Georgian Silver 
and 


Sheffield Plate 
Photographs and Prices Submitted on Request 
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THE MERWIN-WILSON CO., INC. 
NEW MILFORD CONNECTICUT 

















LA 


SILVERSMITHS 


Factory 
“Compass Works ”—Birmingham, England 


Wholesale Showrooms 
1348 Sixth Avenue New York 


Telephones: Circle 7-3781, 3782 



































holder, probably the insured would have honorable men- 
tion. But when eight or ten lawyers draw up a contract, 
which the other party has no intention of reading, are 
they going to draw a one-sided contract? I ask you? It is 
human nature—you cannot expect anything different. 

You can go to any insurance agent who writes a policy 
and ask him whether certain insurance will cover under 
certain circumstances and he probably will tell you that 
it does. Ask him to write you a letter stating whether the 
policy covers under certain conditions and he will tell you 
—“I don’t know—it is a matter for the adjuster to 
settle.” 







T The situation seems very simple. If insurance y 

companies and insurance agencies could get to- 
gether with the business men who buy insurance 
and draw up policies which actually fit their needs 
and which definitely state just what was going 
to happen in case of loss, it would eliminate nine- 
tenths of the uncertainty which now exists. J 
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Now, after all, when you buy insurance you are spend- 
ing good money for what? To protect you under certain 
conditions. What good does it do you if you don’t know 
what the circumstances are? The adjuster himself, in the 
majority of cases, cannot tell you what settlement you will 
get in case of any given contingency. If the loss is small, 
the settlement will be broader than if the loss is large. If 
the customer is well known, the settlement will be on a 
different basis than if the customer is not influential. If 


the agency is a strong one, they can often force the ad- 
juster to settle claims which, technically, he could avoid 
settling. I am not complaining—I am only stating facts. 
But don’t blame the insurance companies! Who left the 
door open? 

Does it not seem that the proper way to cure the little 
evils which have come up in the insurance field is to get 
together with the management on a basis of mutual con- 
fidence. After all, insurance is a separate sort of business. 
However, we must not lose sight of the fact that after 
all insurance companies were organized for one definite 
purpose only: To make money? No. Making money is 
incidental to the main object which is to distribute un- 
preventable misfortune among a large number at an aver- 
age rate. That is the sole purpose of insurance. When the 
interest of the stockholders becomes paramount to the 
main object of insurance, as very often it is, then the 
insurance adjusters feel that they are representing, not the 
interest of the insured, but the interest of the stockholders. 
They get the cart before the horse. Insurance companies 
are, after all, merely our agents to handle our funds in 
trust for the benefit of our members. And in justice to 
them we must acknowledge that many of them have felt 
this obligation. 

Isn’t our primary object, therefore, to get back to the 
fundamental function of the insurance business—to re- 
instate the ideals and purposes for which insurance com- 
panies were organized ? 





Earle B. Hall, treasurer of the J. Herbert Hall Co., 
Pasadena, Cal., and Mrs. Hall, sailed on the Leviathan 


during August, for an extended European trip. 
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These fine Bronze toilet sets are furnished with inserts of 
beautiful cloisonne enamel on Sterling Silver in a choice of 
lovely shades. They are decorated with real ivory miniatures, 
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APOLLO TOILETWARE 
Made By 


BERNARD RICE’S SONS, Inc. reine 


TY@NIY@\b YON 70\1/0\376N570\1/0\1/0\070\1.78\57/0\ 





hand painted enameled flowers or semi-precious stones of 
Jade, Carnelian. Amethyst Quartz or Lapis Lazuli. The 
frames are finished in rose or antique gold plate. 
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Who Wants 
More Sales? 


Now, during the important Fall and Christmas seasox, 
is the time to increase your sales activities—because, as 
you know, there is more selling done in the jewelry busi- 
ness at this time than in all the rest of the year put 
together. 


And here is an outstanding jewelry sales and merchan- 
dising man who wants to help you sell and advertise right 
at this time. This man has these qualifications. 


He Knows Your Market: 


This man knows the jewelry business—every phase of it. 
He has just finished an important assignment, and if his 
name were mentioned here you would immediately recognize 
it. He can help you find your enlarged market and sell it 
successfully, at lowest cost. 


He Is a Salesman and Manager: 


This man is a_successful salesman. He wants to get right 
into the field for you turning to your advantage his many 
years training and paying for himself in actual business pro- 
duced. 


He Is an Outstanding Advertising Man: 


This man knows advertising from every angle, and can write 
and produce resultful direct mail, trade and consumer adver- 
tisements. He can more than earn his keep with you on 
his advertising ability alone. 


Any manufacturer, wholesaler, importer, or large jewelry store, 
that wants to increase business by launching a_ well-rounded 
selling campaign will certainly be interested in talking with this 
man—and is urged to write or wire for appointment. 


Address “M., 6517,” care Jewelers’ Circular 




















A New York BANK for JEWELERS 


Tue Market and Fulton Office of the Irving 
Trust Company has been associated with the 


jewelry trade for more than half a century. 


Because its officers keep in constant touch 
with changing business conditions and because 
they are thoroughly versed in the banking re- 
quirements of the jewelry trade, this Office is un- 
usually well equipped to serve as “a New York 


bank for jewelers.” 


MARKET AND FULTON OFFICE 


IRVING TRUST COMPANY 


T50 WILLIAM STREET 





Corner of Fulton 









Has all the comforts 
of a private club. 
The most enjoyable 
hotel atmosphere 
in New York. 

ena emcee 


Home of the famous swmming pool - 


ELTON 


at 49* and Lexington NEW YORK 


BOSTON ’S hoserraurry 
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PREVAILS AT 
on 
=<y1\ONMOre 
Reprie COMMONWEALTH AVENUE 





AT KENMORE STATION 


Here you will find that farfamed Boston spirit of cordiality. 
There is no end to conveniences at The Renmees + pe ow 
rooms with tub and shower . . . Coffee Room, Empire Dining 

oom, free parking for your car .. . and even a cheery 
—— Morning” with the paper left at your door when you 
wake. 





Let us send you a Booklet “Historical Boston”’ 
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This is the type of gift depart- 
ment in a jewelry store that de- 
velops store traffic, increases 
customers and stimulates sales 
and profits for the owner. 
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Makers of Rock a a 
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Crystal Glassware B0' 


for Over Half a 





Chi S772 


HAWKES 


PRESENTS 


CHAN TILLY 


A new outstanding line of Rock Crystal Stemware 


of the 


Usual Hawkes Standard 


The prices are indeed a revelation, providing 
the jewelers with an opportunity of attracting to 
their stores customers who have a high appreciation 


of value of stemware of distinction. 


Hold your Fall commitments until you have seen 


Chantilly.” 
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& T.G.HAWKES SCO. 
CORNING.N.Y. 2 
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Pins china is a class 
of merchandise which finds its logical place in the jewelry 
store. There are several reasons why the jeweler has an 
advantage over his competitors in handling an exception- 
ally attractive line of china. In the first place, to the 
general public the word “jeweler” is synonymous with 
quality. Many people make their gift purchases in jewel- 
ry stores because of the added prestige an article enjoys 
on account of the jeweler’s name on the box. Fine pieces 
of china are equal in standards of quality to other goods 
handled by the jeweler and are an additional fulfillment 
of the requirements of the attractively decorated home. 

From the point of view of actual selling, the jeweler 
has another advantage in carrying the higher grades of 
china. The salesman in a jewelry store is used to quoting 
prices on expensive articles such as diamonds, etc., and 
is able to maintain his equanimity while talking price on 
fine china. Generally speaking, people that come to buy 
in jewelry stores are not looking for “cheap” commodities. 
They expect to pay more to the jeweler and to get the 
best quality of goods. There is a demand for china of 
this type in the larger communities and it is up to the 
jeweler to see that this business does not go to the crockery 
shop or other competitors. 

A study of competition should precede the stocking of 
china in a jewelry store. Perhaps it will be found that 
a definite market for quality china has been neglected. 
This presents the opportunity of stocking a selected as- 
sortment of exclusive pieces—service plates, after dinner 
coffee cups, cake plates and ice cream sets—all of which 
are colorful, and will appeal to the tasteful housewife. 

Another use that the jeweler may put china to is to 
enhance his silverware displays. Store displays of table 
settings are a great aid in merchandising sterling and the 
attractive colors of special service plates serve to accent 
the settings. Green, cobalt and maroon are the predom- 
inating colors for service plates. 

An after dinner coffee service composed of cups and 
cake plates like the ones shown in the illustration always 
makes an attractive window display, which will attract 
the attention of women disposed toward beautiful decora- 
tion in the home. 

Short lines are recommended for the jewelry store, 
unless there is sufficient room for an extensive china de- 
partment. There are many imported lines, both English 
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These examples of fine English bone china are 
done in apple green and finished with coined bullion 
gold. The floral design in the center of the cake 
plate is hand painted and signed by the artist, as is 
the design on the demi-tasse. English bone china 
is made of 50 per cent animal bone which gives it 
the soft tone harmonizing so well with sterling 
silver. 








and Continental, which offer appealing designs and it is 
always wise to have in stock domestic design of fine 
quality in order to be able to fulfill requests for mono- 
grammed china. 


‘Te reversion to the styles 
of the Second Empire and the Victorian era have made 
patterns of these periods popular with the families enjoy- 
ing traditions extending back for a century or so, creating 
a considerable market for these wares, especially in the 
eastern States. 

For jewelers in the smaller communities, the less ex- 
pensive china is less apt to have keen competition and 
often substantial profits may be derived from stocking 
these lines. Low grade crockery, however, is distinctly 
out of place in the jewelry store. 
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TIRSCHENREUTH — 


105-107 Fifth Avenue 


(At Eighteenth Street) 
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PLACE PLATES and SHORT LINES 


Bohemian Crystal 
COMPLETE ASSORTMENT ON HAND FOR IMMEDIATE DELIVERY 





PAUL A. STRAUB & CO. 














FINE ARTS LINE 


No. D6124. 2 Light Candelabra, Butler Finish, 
Gold Finish, 


Crystal Cut Base and Pillar 
“Monroe Design” 

No. 16 Crystal Cut Finial 
BEST PLATE 


Height over all 8% inches 





THE PAIRPOINT 
CORPORATION 


New Bedford, Mass. 


43-47 West 23rd St. - - - = New York City 
150 Post St. - + += + = « San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 


SILVER-PLATED 
HOLLOWW ARE 


PEWTER 


PRIZE CUPS—TROPHIES 
FINE ARTS—LAMPS 
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BAVARIA _ 
TIRSCHENREUTH 


New York 





Favored Gifts 
For Fall 


Movies for the home are now 
within the reach of all. Me- 
chanically perfect, this com- 
pact little outfit sells for 
$22.75 complete with came- 
ra and projector—an item 
ideal for the gift department 
of a jewelry store. Separate- 
ly, the camera retails at $10, 


the projector at $12.75 


Imported statuette of two 
dancers, done in hand-chased 
bronze. The features are 
carved in ivory. On its base 
of Brazilian onyx, this charm- 
ing decoration for the home 
is 15 inches high. It retails 


c £122 
for $138 





Beautiful urn of black glass 
with delicate design of silver 
deposit after a Renaissance 
pattern. Stands 10 inches 
high and retails for $7.5 


















Pitcher, highball and cock- 
tail glass in crystal with va- 
ri-colored bands giving an 
attractive rainbow effect 
The pitcher retails at $4.50, 
and the highball and cock- 
tail glasses sell for $14 and 
$9 per dozen, respectively. 














This attractive photograph album is bound in hand 
gold-tooled Florentine leather and retails for $10 
The cover is decorated with an etching, protected 
by celluloid, which may be had in a variety of 
scenes. Lined with moire silk, the album has 50 
detachable pages and is 9% inches by 1014 inches 


in size 
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HEN a hostess se- 

lects this stemware, 
then whispers its price to 
another, the inevitable 
happens. Another cus- 
tomer for you! This con- 
tinues . . . and soon you 


re-order. 

No. 7662: deep etched ‘‘Resalie’’: 
sparkling Topaz bowl on fancy Crystal 
stem and foot. No. 7606%: deep 
etched silvery ‘‘Carlton’’: Crystal bow! 
on square Crystal and Black patented 
cased stem. No. 7620: deep etched 
‘*Priscilla’’: Crysta) bell bowl on Black 
and Crystal patented cased stem. Write 
for prices. 


Morgantown Glass Works 
Morgantown, W. Va. 
Our representatives cover the country 
“Turnover Topics” tell how to sell 
glass. Mailed monthly to dealers 
who request it. 
7606% 





Again and Again—when you sell them 
on the Beauty, Quality and Style of 


Grenuine Engraved Stationery 





NCE let a woman take a 
a fancy to Genuine Engraved 
Stationery—and she’ll never be 
satisfied with any other kind! 
And if she placed her original 
order with you, she'll come back 
to your store again and again for 
each re-order. 

That’s why it’s so profitable 
to spend the extra time to sell 
your customers Genuine Engrav- 
ing. It means a better pleased 


customer—plus greater prestige 
for you. No wonder every leading 
stationery and jewelry store fea- 
tures Genuine Engraved Sta- 
tionery—calling cards, an- 
nouncements, invitations too— 
as “‘ungestionably correct.” 
Ask your E.S. M.A. engraver 
for attractive counter cards tying 
in with the magazine advertising. 
Make this your best season for 
Genuine Engraved Stationery! 





ENGRAVED STATIONERY MANUFACTURERS ASSOCIATION 


| the smart new styles in 


. oJ \d ° * 
GENUINE 
~ gs ~ 7 as 
ENGRAVING! 

See them at your stationer’s .. . the charming 
new announcements, invitations, calling 
cards and stationery in Genuine Engraving. 
Make your selection from the liberal array 
of fashionable designs. Be sure that your 
various social forms are executed in genuine 


engraving. Acknowledged cor- 


. reet through centuries of pref- 


erence ... today, with the Vie- 


' torian revival, more popular, 
» more indispensable than ever, 


The Mark of Engravina 
identifies the gennine 








Tie in! This opening advertise- 
ment of the E. S. M. A. Fall 
Social Series appears in Redbook, 
Town & Country and Junior 
League Magazine for October. 
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Sell Electric Time All the Time 


Pregl want time 
all the time. Time is one of the most important things 
of the moment. A minute saved in a factory by each of 
its workers means many thousands of dollars to the manu- 
facturer. A minute lost creates losses that spell failure. 
A minute late and the train is gone. Is there anything 
more important in our daily life than time? The sale of 
electric clocks opens up a wide field for the progressive 
jeweler. They are rapidly replacing the old hand-wound 
type. 

Electric clocks are needed every day—every hour— 
every minute. Every home in the community should have 
an electric clock. Every room in every home, likewise, 
needs such a clock. Will the jeweler ever saturate his 
community with clocks? Not even if every room in every 
home in his community had an electric clock would the 
saturation point be reached, because new needs arise 
every day. 

With such a viewpoint the jeweler should easily see 
that it is advisable to feature electric clocks, even to 
specialize in them. 

In going after the clock business jewelers follow 
devious paths in their quest for customers. Some rest 
content to serve a demand that is created through the 
general advertising of others, and through the more press- 
ing need of the customer that ends in a demand for a 
clock. But this phase of getting business is too slow for 
the progressive merchant of today. He wants to create 
business as well as accept the business created by others 
for him. 

A jeweler who is exceedingly successful in increasing 
his sales of electric clocks loses no opportunity of appeal- 
ing to an individual who may be thought to be a prospec- 
tive customer for a clock, or clocks, for he is not content 
with selling a clock per customer, but often sells two at 
a time. 

By special arrangement with the companies handling 
the transportation of household effects, from one home to 
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another within his territory, and from other communi- 
ties to his own, he secures lists of prospects that receive 
individual attention. He reasons that every time a new 
home is created there is a sale of an electric clock in pros- 
pect. Each new home requires an adjustment of living 
quarters. Often when new homes are created new furni- 
ture is purchased to furnish a particular room. It may 
be the living room, or just a bedroom. With the new 
arrangement of furniture is often created a need for a new 
clock. New places for clocks are created by these 
changes. And you can rest assured that if a new need 
for a clock arises in any of these homes the family must 
think of that jeweler—he won’t let them forget him. 


dd 

[ try to visualize each 
home before I suggest the need of an up-to-date electric 
clock in it,” says one enterprising jeweler. “Then I con- 
gratulate the prospect on his move to a better location, or 
to a better house, when that is possible. Occasionally, the 
move has not been for the better, but for the worse. In 
such cases the congratulations are scrupulously omitted. 
Sometimes I just jolly these people along, but no matter 
how poor the family, or how unfortunate the circum- 
stances of the move, I suggest a new clock. It’s all a 
matter of suggesting a new need that may have already 
been recognized, although I have found in some cases 
that the need was not apparent until I made the sug- 
gestion. 

“Tt doesn’t hurt my business or standing in the com- 
munity, as a jeweler, when a sale is not made. I have 
become known to the family. When a clock is needed 
later on they think of me, and I get lots of business for 
other items through these letters, as well.” 

With the jeweler just mentioned it is a matter of in- 
dividual selection of prospects. He knows that where 
people move from one house to another that often there 
is need of a new clock. 
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Behind THE DIAL 


Here's NEWS that backs up the claims we have 
made to you. 

A maker of fine enameled work on gold and silver 
recently took an exclusive line of clocks to prominent 
Fifth Avenue Jewelers in New York. The reaction to 
this line was good—except for one thing. The clock 
movements were not good enough, although the cases 
were highly acceptable. Could not these clocks be pro- 
vided with better motors—Chauncey Jerome, for in- 
stance ? - ‘ m 


Chauncey Jerome clocks were not expensive enough for 
these Jewelers. Yet it was asked if Chauncey Jerome 
movements could be put into these fine cases. 


* * * 


But we're not interested in selling movements. We 
report this story just to prove we are offering clocks 
—Chauncey Jerome cases and motors—which you, as 
Jewelers, will be proud to sponsor. 


* * * 


“Why doesn’t someone make an electric alarm clock 
for the Jeweler only—good looking, and at a price in- 
spired by the depression, yet with thorough quality 
clear through? And with a profit to the Jeweler?” 
The answer is, someone has! Chauncey Jerome pre- 
sents a new alarm clock, retail-$10.00. We are putting 
lots of hope on this new clock; and our hope is on 
solid foundations—behind the dial. 

And this clock is for the Jeweler—not for anybody else. 
Except for those few high-grade metropolitan depart- 
ment stores whose Jewelry Departments are recognized 
as exclusive. * * * 


Just let us look back from news to policy for a moment. 
We picked a hard row to hoe... a top-quality, long- 
profit, medium-priced line of clocks, exclusively for 
Jewelers. That means cooperation p/us. And you're 
giving it to us, because you recognize we are giving 
it to you, too. Many thanks. 

* * * 


I’m glad to report that, in spite of hard times and 
high inventories, we have opened 30% of our two-year 
quota of outlets within four months. Now for volume! 


E. B. R. 


anna ferme 


FINE CLOCKS 


Yours, 


: Electric chiming ‘ . 
Wi lto nN Banjo, faithfully Saxo ny Electric chime, 


5 ; lid mahogany 
reproducing the old Colonial 7 sa 
ete. Det... $85 00 nog case. Gold etched 


Retail..... $42 50 
B Electric timepiece 
an 
es the desk or Carlisle Electric strike, 
boudoir. Imported mahogany full - sized ma- 
case. Gold etched dial. Re hogany Tambour case. Re- 
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NEW and DIFFERENT 
Just what you have been looking for 
THE 
UNBREAKABLE WATCH 


Built especially for sportsmen to 
withstand the most rigorous handling 


.c 


Discount 








Created by Wyler of Switzerland for the jeweler 


to retail at $22.00 


Movements in sizes 514—6—8*4—10'4 ligne 
Can be had for individual casing. 





THE INVENTOR SPEAKS: It embodies an entirely new 
principle. I¢ combines the precision of fine Swiss Watches with a 
solidity hitherto unattainable. And more . .. it combines beauty 
with value. When my watch sustains a shock or a fall, its balance 
arnts regularly give way in all directions. This deadens the shake 
and avoids the transmission of the shock from the balance to the 


(% 








thin ities of the staff and to the jewels altogether. 

e 
THE BUYER SPEAKS: I've been buying watches for years. 
I've had dozens of watches submitted to me . . . said to be shock 
proof. But this is the first one that actually #s shock proof... and 
he first one I’m willing to back with my own reputation. I 1 


drop this watch without affecting the mechanism in the least. And 
there are 1$ ruby jewels ... and they're specially set. I'll sell 
hundreds of them for Christmas. You've never seen anything 
like chem for only $22.: 





THE COPYWRITER SPEAKS: Well, | woulda't have be- 
lieved it! 1 dropped these watches on the floor and tossed them 
against the doors. I did everything but play baseball with them. 
But nothing happened. They kept on running as regularly as certain 
United States Senators. When I thought of all the repair bills I'd 
paid op my own watch, there just wasn’t anything else to do but 
borrow money from my boss and buy myself one of these unbreak- 
ables. Which is-exactly what I did. 


The Wyler unbreakable watch is sold with full guarantee. It is in- 
sured for lifé and guaranteed to be free from any constructional 
fiult. Should any imperfection of workmanship arise, the defective 
organ will be replaced without cost. 


Retail Jewelers on the alert for something new with 
which to increase their business will find the answer 
in this new 


WYLER UNBREAKABLE WATCH 








U. S. Representative 


ARTHUR KOERNER CO. 
1350 Broadway New York 


“Attractive proposition open to limited number of 
representative wholesalers” 























New Watch Case Rules 


Federal Trade Commission Accepts Recommendations of 
Industry to Amended Forms 


Wasuincrton, D. C., August 1.—Under date of July 
25, the Federal Trade Commission announced the new 
trade practice rules of the watch case trade which it had 
accepted as recominendations of the industry, as pub- 
lished in THE JEWELERS’ CircULAR at that time. These 
new trade practice rules which, as told in a recent issue 
of THE JEWELERS’ CIRCULAR, announced as what are 
known as Group II rules, are a modification of the reso- 
lutions adopted by the industry at the Trade Practice 
Conference held in New York, Feb. 21, 1930, inasmuch 
as the phraseology has been changed and they have been 
put in the way of a recommendation of the industry itself. 
However, the essential features of the resolutions orig- 
inally adopted, mainly in defining what should properly 
be the construction of 25, 20 and 10-year cases, are prac- 
tically the original expression of the watchcase trade as 
are the last three rules condemning the use of the word 
“gold” except under certain conditions, confining the 
guarantee to the precious metal content and providing for 
the stamping of nickel and base metal cases. These rules, 
as finally accepted by the Commission, read as follows: 


Rute A.—The industry recommends that in every instance 
the manufacturer and the dealer place the maker’s trade-mark 
conspicuously and indelibly on the inner surface of the lid or 
cap of any watches disposed of, and in the case of wrist 
watches, on the inner surface of the back. 


RuLe B.—The industry recommends that the line of time 
guarantee cases be definitely restricted in number to three: (a) 
25-year cases, (b) 20-year cases, and (c) 10-year cases. 


Rue C.—The industry recommends that the official standard 
for cases entitled to bear a 25-year guarantee stamp be as 
follows: 


The sheet of gold or of its alloy affixed to the outer surface 
of the backs, center, open faced bezel, pendant, crown and bow, 
shall not be less than four-one-thousandths of one inch in 
thickness; the sheet of gold or its alloy affixed to the inner 
surfaces of the backs, to the inner and outer surfaces of the 
caps, and to the outer surface of the hunting bezel, shall not be 
less than one-one-thousandth of an inch in thickness. 

That whenever the thickness of the sheets of gold or its alloy 
in gold-filled watch cases is indicated, the mark indicating such 
thickness shall only refer to the thickness of the sheets of gold 
or its alloy so affixed to the outer surfaces of the backs, center, 
open face, bezel, pendant, crown and bow, the mark accurately 
indicating such thickness which shall be expressed in decimals 
indicating thousandths of an inch, in tests to ascertain the 
thickness, measurements being taken at a point where no gold 
has been added or taken away from decoration or ornament. 


Rute D.—The industry recommends that the official standard 
for cases entitled to bear a 20-year guarantee stamp be as 
follows: 


The sheet of gold or of its alloy affixed to the outer surface 
of the backs, center, open faced bezel, pendant, crown and bow, 
shall be not less than three-one-thousandths of one inch in 
thickness; the sheets of gold or its alloy affixed to the inner 
surfaces of the backs, to the inner and outer surfaces of the 
caps, and to the outer surface of the hunting bezel, shall not 
be less than one-one-thousandth of an inch in thickness. 


That whenever the thickness of the sheets of gold or its 
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alloy in gold-filled watchcases is indicated, the mark indicating 
such thickness shall only refer to the thickness of the sheets of 
gold or its alloy so affixed to the outer surfaces of the backs, 
center, open face, bezel, pendant, crown and bow, the mark 
accurately indicating such thickness which shall be expressed 
in decimals indicating thousandths of an inch, in tests to as- 
certain the thickness, measurements being taken at a point where 
no gold has been added or taken away from decoration or 
ornament. 

Rue E.—The industry recommends that the official standard 
for cases entitled to bear a 10-year guarantee stamp be that 
such cases shall have to contain as a minimum, a layer of gold 
of a thickness of one and one-half thousandths of an inch on 
the outer surface. The recognized marking for cases of this 
standard shall be “( ) karat rolled gold plate, guaranteed 
(or warranted) 10 years.” Particularly it is accepted that all 
words of the aforesaid quality mark shall be equally legible 
and shall not be qualified by the use of any additional descrip- 
tive words or terms indicating or implying quality. 

Rute F.—The industry condemns the use of the word “gold” 
or a karat mark or both or any colorable imitation of such 
words or marks in cases containing less than one and one-half 
thousandths of an inch of gold on the outer surfaces. 


RuLe G.—The industry accepts the principle that the time 
guarantee or any word or description intended directly or by 
inference to describe the quality of a watch case, has exclusive 
bearing and relationship to the wearing quality of the precious 
metal content of the case and to no other feature. 

RuLte H.—The industry recommends that all nickel or base 
metal cases be stamped with the word “nickel” or with the 
words “base metal” and condemns the manufacture and sale 
of such cases unless so stamped. 





Watch Case Manufacturers’ Association to En- 
force Guarantee Standards Approved by 
Federal Trade Commission 

The National Watch Case Manufacturers’ Association 
held a meeting in its offices at 10 W. 47th St., New York, 
Aug. 11, in which it was decided to make every effort 
to enforce the trade practice rules recently approved by 
the Federal Trade Commission. The following manufac- 
turers were among those represented at the meeting: 
Illinois Watch Case Co., Star Watch Case Co., Wads- 
worth Watch Case Co., Keystone Watch Case Co., 
Pioneer Watch Case Co., Diel Watch Case Co., Liberty 
Watch Case Co., Preston Watch Case Co. and the Nov- 
E-Line Mfg. Co. 

It was decided that a fund be raised to provide for the 
enforcement of the rulings, and according to Alexander 
Vincent, secretary of the association, a program of period- 
ical assays will be instituted, shoppers going into the 
open market. “Indications are” he said, “that the Com- 
mission will give us cooperation in enforcing the rules.” 





During the fiscal year ended June 30, 49 immigrant 
jewelers entered the United States, while 20 left here, 
while in the previous fiscal year 101 entered the country 
and 37 left it according to the Bureau of Immigration, 
Department of Labor. 
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Have you ever noticed how a> 
“woman checks up on penny dif- 
ferences when she buys house- 
hold necessities,—but when it 
comes to items for her social life, 
—whether entertaining at home 
or buying a gift, if it has style, 
price is secondary. 


STYLE—is what appeals to women. 


STYLE—is the very essence of every 
ariicle in the FAN-C-PACK line. 


are typical of style,— new, different, appealing to one who 
wants to be smart. And priced to invite buying regularly. 


In Leather Goods, FAN-C-PACK brings out the newest, 
most catchy, most practical items which have that “million 
dollar” look, yet are priced within one's purse. Whether 
it is an inexpensive bridge set, or an elaborate secretary 
outfit, FAN-C-PACK takes the lead,—the smartest shops 
feature our line, from Main Street to Fifth Avenue,-and 


Complete Fall line now on the Road .and 
at our New York and Chicago Showrooms. 


All FAN-C-PACK merchandise is manufactured in the 
United States in our own plants. - 


THE FAN-C. PACK COMPANY, Inc. 


J. P. HUTCHINSON, President ’ ra ies CHICAGO HEADQUARTERS 


352 FOURTH AVENUE NEW YORK, N. Y. i. a the (Maren Dies. Mert 





























In the Merchandise Market 


Schwab Sales Conference on Bluebird 
Registered Diamond Rings 


On July 2 the entire sales organization of A. G. Schwab & 
Sons attended a special conference at the firm’s headquarters, 
229 E. 6th St., Cincinnati, for the purpose of discussing the 
sales possibilities of Bluebird Registered Diamond Rings. 

Jos. P. Carr, general sales manager of the Bluebird Diamond 
Syndicate, made a special trip to Cincinnati to outline in detail 
the wonderful opportunities for selling Bluebird Diamonds and 
the amazing success authorized dealers have had with this 
well-known line for the past five years. Mr. Carr’s efforts 
were well rewarded, for A. G. Schwab’s men are now most 
enthusiastic about the Bluebird plan and are fully equipped 
to intelligently explain the proposition to those carefully selected 
retail jewelers whose business they will solicit for Bluebirds. 


Non-Tarnishing Flannel Bags 


Reeve & Mitchell Co., originators of non-tarnishing flannel 
bags and rolls with a factory at 1110 Sansom St., Philadelphia, 
report an unusual demand for their napless or suede finish 
flannel. They have perfected a cloth on which the nap does 
not rough up. They have adopted a high grade of rayon 
as a finish around the edge in place of mercerized cotton which 
has been used for a great many years. 


Third Edition of “Silverware Repairing” 


Currier & Roby, New York, has just published the third 
edition of “Silverware Repairing,” an illustrated booklet show- 
ing many interesting phases of the repairing of fine silverware 
and explaining how many pieces that are consigned to the 
melting pot might be spared as heirlooms to posterity. 

Pewter, chinaware and glassware are also treated in this 
very useful brochure and jewelers would do well to become 
possessed of a copy. 


A New Banjo Clock 


With so many homes “going Colonial” in their decorative 
appointments, the banjo clocks which have just been added to 
the Sunbeam Eternatime line of electric clocks, made by the 
Chicago Flexible Shaft Co., 5600 Roosevelt Road, Chicago, 
should find ready acceptance, because of their trim, cleancut 
lines and beautiful finish. 

They carry out the finest traditions of Colonial cabinet mak- 
ing, and are fashioned of genuine mahogany combined with 
solid black walnut. The panel overlays are of Oriental walnut 
and aspen, and the lyre-shaped grille is of solid black walnut. 


Ingersoll-Waterbury Co. Electric Fit-Up 
for Clocks 


An Electric Fit-Up for converting spring-wound clocks into 
electrics is offered by the Ingersoll-Waterbury Co., Waterbury, 
Conn. 

The fit-up comes complete in a very small packet and re- 
quires only one special wrench, included in the fit-up, for in- 
stallation. Each packet contains three sizes each of hour, 
minute and sweep second hands. Thus mantel, wall, tambour 
and grandfather clocks of nearly all sizes and makes can 
rapidly be changed into electric clocks with the Waterbury 
Fit-Up. The motor is a standard Waterbury Electric, silent in 
operation and bridging minor lapses of current. 





An “Interchangeable” Ring 


Havens & Co., 17 Thompson St., New York, are featuring an 
unusual class ring with interchangeable tops. 
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Rhapsody Pattern 


Rhapsody, just recently launched by International Silver Co., 
is rapidly assuming a preeminent position in the field of lower 
priced patterns. Melodious of outline, delicately attuned in 
form, and with crisply cut decoration in a present day motif, 
the pattern well deserves its name—a rhapsody reflecting the 
tempo of our times, yet holding fundamentally to the age old 
and timeless laws of harmony in design. Prices are placed 
extremely low. 


“Goldsmiths Journal” Pleased with Stein & 
Ellbogen Co.’s Advertisement 


The Stein & Ellbogen Co., Chicago, has received a letter from 
the Goldsmiths Journal, London, which reads as follows: 

“We found the photograph of the jewel-laden young lady 
used for getting interest in your Show Week an attractive one, 
and would like to ask if you could send us a print that could 
be used as an illustration in our new monthly, The Gemnolog- 
ist, intended for all handling gemstones, commercially or tech- 
nically.” 


Watch Cleaning Machine 


The L. & R. Mfg. Co., Macon, Ga., is advertising an electric 
watch cleaning machine. The latest improvement is the elim- 
ination of the screw tops on the jars. The new tops slide off 
and on. They are connected with the machine and cannot be 
misplaced. 


E. Ingraham Co.’s New Electric Clock 


The patent rights of an electric clock have been purchased by 
the E. Ingraham Co., Bristol clock manufacturing concern, from 
the Hansen Mfg. Co., Princeton, Ind., and the concern will 
shortly become the only clock company in the world which 
manufactures its own motors, it is claimed. The entire clock, 
including case and motor, will be made in Bristol, according to 
announcement by President Edward Ingraham, who, with vice- 
president Dudley S. Ingraham and Superintendent Elof Carlson, 
engineered the deal. The motor included in the purchase is 
self-starting and synchronous with a speed of 1800 revolutions 
per minute. The clock is expected to be on the market in 
August or September. 





Elinvar in Railroad Watches 


Of interest to every jeweler is the recent announcement con- 
cerning the use of Elinvar in two standard American railroad 
watches. 

Elinvar is unique in that its change in elasticity, due to 
temperature variations, is practically negligible. When the 
hairspring of a watch is of Elinvar, it is possible to use a 
monometallic balance wheel and secure more satisfactory tem- 
perature compensation in a railroad watch than with an ordi- 
nary hairspring and a bimetallic balance. The fact that the 
Elinvar hairspring is rustless eliminates one of the commonest 
causes of watch repairs. The Hamilton Watch Co. is using 
an Elinvar hairspring in its famous “992” railroad watch and 
the Illinois Watch Co. is offering the same feature in its 
“Bunn Special” railroad watch. 


A New Idea in Rings 


Lawrence M. Bayan has engaged in business as Bayan, 
Inc., Providence, R. I., and is about to place on the market a 
new type of ring. A patent has been applied for on the 
construction features of the new rings. The mountings have 
no prongs, setting or solder. 
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Catalog 
Supplement 
for Season 

1931-32 Will 
Soon Be Off 
the Press. 

Reserve 
Your Copy. 


Ashtray and Cigarette Box 
Combination 
No. 17364 
Height 9 inches 
Patent Applied For 


225 Fifth Avenue 
New York 
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A DISTINGUISHED SELECTION OF GIFTS 
Bruhn-Elwert, Inc. 

Fine Leather Goods, Gold Tooled Novelties 

45 WEST 27th STREET NEW YORK 
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Chicago Gift Show 


The Chicago Gift Show, held at the Palmer 
House, for two weeks beginning August 3, under 
the auspices of the Eastern Manufacturers’ and Im- 
porters’ Association, was the scene of bustling ac- 
tivity which brought smiles to the faces of all 
concerned. A definite upturn in volume of busi- 
ness was announced by many of the exhibitors, and 
their order books at the end of each day substan- 
tiated this claim. 

George F. Little, manager of the show, was 
widely quoted in the leading Chicago newspaper 
with this encouraging announcement: 


September, 1931 


“There is a healthier feeling. People have 
their heads up. They have more courage. And 
exhibitors here tell me business is far better 
than at this time last year. Retail stores, to 
whom we sell exclusively, are buying better 
grades of merchandise. They have been sur- 
feited with sale goods.” 


Inventory levels have reached the low water 
mark and extensive purchases for Christmas stocks 
were made by the retailers. One of the exhibitors 
reports that more business had been done in the 
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Develops Business 


first three days of the show than during the en- 
tire extent of the Chicago show of 1930. 

The definite success of the show may well be 
taken as an indication of a militant recovery from 
the policy of restricted buying and skeleton stocks. 
Prices at the show were low, yet the grades of 
merchandise exhibited maintained high standards. 
The Chicago show, as a central market, was at- 
tended by merchants from all parts of the coun- 
try, and the way these retailers bought indicated 
that their customers were in turn ready to buy. 
Dealers returned to their stores with a new feeling 
of confidence, strengthened by the spirit of prog- 
ress and prosperity which pervaded the show, to at- 
tack their merchandising problems with new mer- 
chandise and new vigor. Buyers from the United 
States and Canada—and, believe it or not, regis- 
tration records showed that more than 50 per 
cent of those attending were jewelers—were mill- 
ing about the booths from 9 a.m. to 7 p.m. daily. 

Other gift shows in Chicago the week of Aug. 3 
were the Gift, Artwares and Novelties Association 
show at the Merchandise Mart, and the Na- 
tional Gift and Art Association Show at Hotel 
Stevens. 
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No. 400—Onyx Model (electric). Mechanical 
ingenuity and classic beauty are exemplified in 
these Cunningham Petite - Electric Clocks. 
Fitted in seamless all metal Chromium plated 
cases and mounted on genuine white, or green 
Brazilian onyx pedestals. Dimensions: 4 inches 
high by 5 wmches wide, by 1% mches deep. 


Retail price, $12.00. 


Fitted 


TOMATO COCKTAILS 





No. 500—Nocturne Model (electric). 
in seamless all metal Chromium plated cases 
mounted on a raised pedestal of either Chro- 


mium plated metal, synthetic green onyx, 
orchid or rose quartz and supplemented with 
two Chromium plated spheres and two spheri- 
cal columns. Dimensions: 334 inches high by 
4% imches wide by 1% inches deep. Retail 
price, $8.50. 





These’ clocks 
will be sold 
through the 
legitimate jew- 
elry trade only 
and will not 
be sold to 


Chain Stores 
Drug Stores 
Tobacco Stores 
Electricians 
Haberdashers 
Beauty Parlors 
or any other 
trade that is 
demoralizing 
the jewelry in- 
dustry. 


ASK 
YOUR 
JOBBER 





Two large red tomatoes adorn each of these 
appropriately shaped glasses. The design is hand 


painted and burned in. 
They are only 


$450 doz. 


Manufactured, Imported and Stocked Exclusively by 


F. PAVEL & CO. 


Own Glassworks 15 W. 37th St. Siete 
Cscchoslovakia = New York, N. Y. Wy8791" 


Branch Showroom 
Suite 607 Brunswick Bldg., 225-S5th Ave., New York, N. Y. 
Representatives: 
J. W. Bakster, Inc., Suite 1509, Merchandise Mart, Chicago, Ill. 
Ww. F. R. Turner, 437 S. Kenmore Ave., Los Angeles, Cal. 




















Con NINGHAM 


PETITE CLOCKS 


(ELECTRIC) 


Jobbers write or wire for samples and catalogue. 


Cunningham Manufacturing Corporation 
150 Lafayette Street 


New York, N. Y. 
“WE MAKE THEM’ 
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€ 
OUR POLICIES PROTECT OVER 3000 JEWELERS! 


The Mutual Plan Saves Them Over $50,000 a Year 
e 


SAVINGS SAVINGS 
40% ON FIRE 20% ON TORNADO 
INSURANCE INSURANCE 
a 


RETAIL, WHOLESALE AND MANUFACTURING JEWELERS 
AND ALL EMPLOYEES MAY INSURE WITH US 


* 
18 YEARS OF SUBSTANTIAL GROWTH 


NATIONAL JEWELERS MUTUAL FIRE INSURANCE CO. 


























MILWAUKEE, WIS. NEENAH, WIS. 
954 NO. THIRD ST. STATE BANK BLDG. 
ANOTHER CREATION To Ring the Cash Register 


ee 99 
COUNTERSUNK Louder and Oftener | 
ONYX INITIAL RING casa eae een bee 


and corrosion—but the retailer, whatever his 








P line of business, has one all-important desire: 
R to make the cash register ring louder and 
S A oftener. All his faculties and resources are 
A Cc applied to that single aim. 
F T Turnover is the retailer's god. Every day 
E I from 9 to 6—often later—his mind is recep- 
R C tive to ideas that will help move goods. So 
A he turns to his business paper—because it has 
L proved valuable many times before. 
nt The editor's primary function, he knows, is to 
supply him with workable ideas. But he does 
In featuring this ring you will eliminate having not stop at the editorial pages. Advertisers, 
the initials catch, scratch or loosen. We can guarantee. today, are also offering practical and helpful 
Nh ey beyond comparison suggestions. 
ot rome = A a Jewelry merchants look to THE JEWELERS’ 
minute designs CIRCULAR for ways and means to ring 
The above ring can be had in 14k Green, Yellow their cash registers louder and oftener. And 
ee oe See So oe their confidence in THE JEWELERS’ CIR- 
Ln sas a a CULAR is reflected in its circulation—now 
greater than ever before in its 62-year history. 
RABINOWITZ & KATCHER The great majority of all the high grade 
Manufacturing Jewelers jewelers in every trading center are subscrib- 
49 Maiden Lane. New York City ers to and enthusiastic readers of THE 
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Prices of Fine Diamonds Easily Maintained 
in London 


Lonpon, Aug. 1.—Due to the fact that the finest qual- 
ity diamonds are strongly held and the supply is small, 
prices of these goods are being maintained with little effort. 
The position as regards the medium priced stones appears 
to be improving gradually. Although prices are practically 
unchanged the tendency for goods of from quarters to 
carats to increase is becoming marked. Under the present 
policy of restricted production the large stocks of the lesser 
quality diamonds are steadily diminishing, and scope for 
bargain hunters is becoming more and more curtailed. 

There is no appreciable increase in the demand for high 
grade stones, but this is not surprising in view of the 
lessened spending power of diamond lovers. According to 
diamond men here the past few weeks have seen a little 
improvement in demand for diamonds in general. Dia- 
monds firms like Backes & Strauss say that while business 
on the whole has not shown any movement giving cause 
for real satisfaction a better feeling is manifest and a 
little more trade is resulting. 

The financial crisis in Germany, while not helping busi- 
ness in Europe, generally, has had no effect on the jewelry 
trade of this country. Mr. Hoover’s moratorium scheme 
is considered here to have laid the foundations for future 
trade recovery. No immediate improvement is anticipated 
from it, but the confidence that is being engendered as a 
result of it is considered to be a step forward in the right 
direction. Thinking business men are not making the 
mistake of placing too much value on the possibilities 
emanating from the war debts holiday. They hold the 
view that compared with peace debts war debts are in- 
significant. 


Jewelry Distribution 
(From page 117) 


which do pay managers, pay their employees considerably 
less than the average for stores in general. 


Net Profit or Loss 


‘To arrive at a legitimate estimate of the average net 
profit or net loss it was necessary to reclassify the reports 
on gross margin according to stores paying managers and 
those not doing so. As a result of this it was found that 
in the case of the former, the average gross margin 
amounted to 43.2 per cent, while for the latter it was 
41.9 per cent. Applying these figures to those of total 
*xpense it was ascertained that, on the average, the stores 
which paid a definite salary to the proprietor in 1929 
operated at a net loss of 1.8 per cent and those not paying 
salary to proprietors an average apparent net profit of 
7.5 per cent. That this is not true net profit is indicated, 
as no allowance was made for remunerating the owner 
or proprietor for his time and labor. 





An Acknowledgment 


In the illustrations on pages 74 and 75 of this issue of 
THe Jewevers’ Circuar, the model Mary Lange, 
“Ziegfeld Follies’, wore jewelry furnished by Walter 
Lampl, the satin by Stehli and the gown was made by 
Waldorf, all of New York. 
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WRIST WATCH STRAP) 


Made of beautifully tanned calf- 
hide hand-boarded—ostrich—al- 
ligator—lizard and_ snake 
(grain). Long wearing. Exceed- 
ingly popular. Rich, attractive 
colors. Plated buckle that can’t 
tarnish. 


A One Piece End 
That Can’t Split 


The end of the strap is made 
in one piece that absolutely can- 
not split or fray. The absence 
of all stitching makes the Chica- 
goan the most unique wrist 
watch strap put on the market 


in years. Now being used by 
Illinois and other _ famous 
watches. Split Proof Straps are 


covered by Patent No. 1799868. 
















es 
STITCHLESS 
SPLIT- 


PROOF 
WATCH 
STRAP 


eters comene 


A. SAUER G CO.| ©. 





LOW PRICE 



































This new, improved 
watch strap — the 
Chicagoan—for only 
$7.50 per dozen with 
buckles. Write di- 
rect to the manufac- 
turer, or to your 
local jobber. This 
satrap is protected by 
the patent ap- 
plied for. 
Prices the same 
from all job- 
bers, as we 
maintain a 
standard price. 


Made 
Without 
a Stitch 


No matter how 
long the Chicagoan 
is worn, the end 
will never split or 
rip. Amasing new 
manufacturing 
method eliminates 
the necessity of 
stitching. 


Guarantsid 


The Chicagoam is guar- 
anteed to wear and re- 
tain its beautiful new 
appearance for ONE 
FULL YEAR. The end 
of every strap is abso- 
lutely guaranteed 
against splitting. The 
Chicagoam must satisfy. 


>| CINCINNATI, O. 








WM. V. 
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Stones 





MIDT &: 


Special Order Work. 
Cutting—Incrusting. 
Mail Your Jobs 


Importers of Precious and Imitation 


22 W. 48th St. 
New York City 











By Arnold Knapp, M.D. 510 pages, 


Price, $5.00 
THE OPTICAL JOURNAL 





Medical Ophthalmology 


P, with 32 
Chapter I, comprising 80 pages, is devoted to the anatomy of 
the eye and especially the ocular nervous system. 


AND REVIEW 
239 West 39th St., New York 


illustrations. 











164 


THE JEWELERS’ CIRCULAR 











NEWARK 


; QUALITY JEWELRY 








Jewelers’ Settings and Solders 
Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 


By s and Bracelets 
Diamond Mountings Ladies Stone Rings 
at the ht 


Sold through Whellclers only 
$1-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENRY RUFEISEN-IN¢ 


MANUFACTURERS OF 


DINGS OFASQUALITY 


Factory and Main Office—126-128 South Street 
Chicago Office, 31 N. State St. 


INKLESS 
ARCH CROWN MFG. CO. 


Send for Samples 
TOOLLESS 
81 Warren St. Newark, N. J. 


TAGS 3... 





SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry St. 


NEWARK’S HOUSE 
COMPLETE STONE SERVICE 
DIRECT IMPORTERS 
EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 








Necklace Clasps and Novelty Jewelry 
Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 








G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only 
$391 Mulberry Street Tel. Market 8320 
New York Office, 93 Nassau St. 





sTERNSET 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 








September, 1931 
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Jewelry Buyers Need This Book 


~— 





A Classified Directory 


of the 
Manufacturers, Importers 


and Wholesalers 


in the jewelry and kindred trades. 


A vast store of information. 


Where to buy diamonds—diamond jewelry—fraternity 
jewelry — gold, rolled and plated, silver jewelry and 
novelties—clocks—watches—boxes—cases—trays—flannel 
rollsk—Where to go for bag repairs—diamond setting— 
repairing—special order work—Everything to metalizing 
baby shoes. 


Also, art metal wares —- pottery — china — glassware — 
leather goods and miscellaneous gift items. 


ALL OF THIS 
COMPLETE AND AUTHENTIC 
BUYING INFORMATION 


in a book small enough to be carried in the pocket 
Price $1.00———To Jewelers’ Circular Subscribers—50c. 


THE JEWELERS PUBLISHING 
CORPORATION 
239 West 39th Street New York City 
































$3,000 RING 
found in 


bath tub 


HIS departing guest was 

frantic: A $3,000 diamond 
ring lost—and he couldn’t wait 
to look for it. With agony in 
his voice, he called the United 
Manager. Three hours go by. 
The guest has gone, but the 
manager is still on the job. 
A wild idea—the Manager 
pokes a flash-light down the 
bath tub drain—there’s a faint 
sparkle—plumbers arrive, the 
drain gives up a $3,000 ring. 
Another true story proving 
that United Managers do the 
impossible in finding lost ar- 
ticles. This extra service costs 
the hotel money? Yes, but 
what of it. Extra service is 
taken for granted at United 
Hotels, just like larger rooms 
per dollar—and handy garage 
accommodations. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITY’S only United ... .The Roosevelt 


PHILADELPHIA, PA....... The Benjamin Franklin 
SUMDTE WHER sc Sa diweccccceeea The Olympic 
WOREESTER, MAGG.e< cc cccccccccss The Bancroft 
WEBWARE FEB eee ctcivecicscc The Robert Treat 
PATERSON, N. J...---- The Alexander Hamilton 
TONE ME ii ncaciciviceeda The Stacy-Trent 
BIAREMBUEG, PAs ccc ccccaccese The Penn-Harris 
MME WES nck cttcaaacvevics The Ten Eyck 
SUMRCUI TEM 6 #6 o ceeccccesca The Onondaga 
DOI FE We ic kv. os cc cccccenucs The Seneca 
NIAGARA VARIG, IF. Yo sco ccccvscvce The Niagara 
WRN occ cwiccencadcckazacad The Lawrence 
ME CUR 0 wi veces cecaceeegaca The Portage 
WEI hide deccccccceccenus The Durant 
a ere The President 
SUN BIE ids on ciciaciada El Conquistador 
SAN FRANCISCO, CAL. .........-. The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
TORONTO, ONT. «20 2ccccccce The King Edward 
NIAGARA PALES, ONT. .....00cccece The Clifton 
WINDSOR, ONT. ........... The Prince Edward 


KINGSTON, JAMAICA, B.W.1..The Constant Spring 


—_—uayit>—— 
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THANK YOU, 
MR. BAUMAN— 














For the splendid work which the 
Bauman-Massa Company did as _ evi- 
denced by the results of the Jewelers’ In- 
surance Survey, the story of which was 
so graphically presented on page 79 of 
the August, 1931, issue of THE 
JEWELERS’ CIRCULAR. 

















We agree with you wholeheartedly that 
this survey indicates that there still re- 
main many jewelers who do not realize 
the important principles of store opera- 
PERSONAL RING : | tion and the necessity of adequate insur- 


7 ‘a ance to cover their business in case of 
| loss. An uninsured business cannot only 
| suffer a personal loss, but it seriously 

Hi jeopardizes its credit with manufacturers 
re = ; 
| Cf] and wholesalers. 


=— 
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SCHOLASTIC RING i ATHLETIC HONOR RING 


Insurance is a part of the overhead 


DIFFERENT : of every business and must be car- 


ried as such. 
CLASS RING WITH 
INTERCHANGEABLE TOP 


HIS ring can easily be changed from per- 
sonal ring to scholastic ring or athletic ring 
by the wearer by merely snapping on a different 
top, a variety of which is furnished by the 
jeweler. The ring is set with stone or enamelled 


background which greatly enhances the insignia : Jewelers Block Policy 


top. 


Our business is insurance and we 
welcome the opportunity of pre- 
senting to those jewelers interested 
in adequate insurance—the right 
kind of insurance and a real insur- 
ance service. 


(all risk coverage) 


Extra profits await wideawake jewelers who will 

advantageously display this ring, and solicit orders : | Covers:—Fire, Safe Burglary, Shoplift- 

for it and our line of class and college jewelry in ing, Holdup, Salesman’s Samples, 

their community. Shipments made by Registered Mail or 

: = Insured Express, Goods in custody of 

Sample Ring Sent : Brokers, * sa tient Prams or 
on Request to = Customers, Water Damage, Theft, 

Responsible \ Pilferage and Window Smashing. 


Jewelers : | Rates:—Each Risk is considered sepa- 
rately, and rates depend largely upon 

past experience and upon the protec- 

F, tive features and measures employed 


fc by the assured. 


- MPSON STREET Ne ; , 
- ew YOR K CITY Griesedieck Insurance Agency 


44 South Central Ave. 
Clayton, St. Louis County, Missouri 
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Nelson Gets Four to Eight 
Years as Jewel Fence 


Robert C. Nelson, 55 years old, Brook- 
lyn race track habitué, was sentenced by 
Judge Collins in General Sessions on 
July 17 to serve from four to eight years 
in Sing Sing. He was convicted on June 
30 of having in his possession two brace- 
lets worth $3,000, stolen from the home 
of Miss Verne Pearson, Margate, N. J. 
The jewels were found in one of Nel- 
son’s safe deposit boxes in four banks in 
Manhattan and Brooklyn. 

Nelson’s attorney, Jeremiah  T. 
Mahoney, filed an appeal about three 
weeks ago. The Supreme Court decision 
on this appeal will probably be given 
some time in September. Meanwhile, 
Nelson is in the Tombs. A second in- 
dictment is pending against him, charg- 
ing the possession of $8,000 in jewelry 
stolen from a salesman for Kohn & Co., 
Newark manufacturers. 

Nelson’s arrest was brought about by 
the recovery of $300,000 worth of stolen 
jewelry at the Hotel Commodore in May, 
1930, when Acting Captain Oliver of the 
New York police broke in one of the 
doors and interrupted the transfer of the 
gems. 


New York Diamond Merchant 
Kidnapped and Robbed 


Cuicaco, Aug. 4 —Julius Dreyfus, 
president of R. & J. Dreyfus, Inc., dia- 
mond importers of 20 W. 47th St., New 
York, was kidnapped yesterday from a 
bus while traveling from Janesville, 
Wis., to Rockford, Ill., and robbed of 
gems worth approximately $100,000. 

He was forced from the bus by two 
armed bandits and carried off in a tour- 
ing car. Early this morning he was 
dumped from the car near Desplaines, 
Ill., where he walked and reported the 
crime to the police. He said that the 
bandits had taken three packets of dia- 
monds worth $100,000. 


Jewelry Salesman Robbed of 
$20,000 in Brooklyn 


Four armed men forced the automobile 
of Benjamin Fabricant, manufacturing 
jeweler, 125 Canal St., New York, to the 
curb and snatched two suit cases filled 
with jewelry valued at approximately 
$20,000, on Aug. 19. 

The robbery took place at Belmont and 
Elton Sts. in Brooklyn. Among the arti- 


cles stolen were a number of platinum 
rings each bearing the manufacturers 
trade mark “B.F.,” 48 platinum rings set 
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with diamonds of various sizes, two 
trays containing 100 platinum watch- 
cases, 45 platinum brooches and 112 
platinum bracelets. The loss was cov- 
ered by insurance. 


New York Wholesaler Held Up 
and Robbed 


Two bandits entered the wholesale 
jewelry store of Bernard Failkow, 1791 
Lexington Ave., New York, the morning 
of Aug. 14, and after ordering him be- 
hind the counter escaped with diamonds 
and jewelry valued at $25,000. 

The robbers escaped through the back 
entrance and as soon as they were gone 
the jeweler set off the alarm. A police 
car with five detectives cruising the 
neighborhood heard it and rushed to the 
store but arrived too late to catch the 
bandits. The loss was completely cov- 
ered by insurance. 


Death of Benjamin Sheinin 


Cuicaco, Aug. 17.—The trade was 
grieved to learn of the death of Benjamin 
Sheinin, of Bolotin & Sheinin, manufac- 
turing jewelers, located in the Pittsfield 
building. Mr. Sheinin passed away on 
July 20, following a major operation. He 
had been confined to a local hospital for 
a month. 

Deceased was born at Wilno, Russia, 
42 years ago. He came to America about 
1905, and worked at the trade in New 
York. Later he came to Chicago and 
went to work for J. Milhening. In 1920, 
he and H. Bolotin entered into business 
as Bolotin & Sheinin. 

He is survived by his brother David, 
who is also connected with Bolotin & 
Sheinin. 

The business will continue as hereto- 
fore. 


Platinum Market 


Platinum prices, as of Aug. 21, were 
officially quoted as: 


PE. cecckcat ensues ceeeesaawensias te $40.00 
Containing 5 per cent iridium........ 43.00 
Containing 10 per cent iridium........ 46.00 
pS rr eee 21.00 
ME < ci cade andcacurweueedarecaens 110.00 


Prices of Silver Bars 


G..& 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
ne SA! Lanna 13% 30% 28% 
a rs lifts 30% 27% 
(SE a ee Holiday 30% 28 
pe a 12% 2914 27% 
yO eer 12% 29% 27% 
ye | re 12} 29% 27% 


AAA 


Credit Jewelers’ 1932 Conven- 
tion at Hollywood, Fla. 


PHILADELPHIA, Aug. 18.—The National 
Association of Credit Jewelers will hold 
its sixth annual convention and exhibi- 
tion at the Hollywood Beach Hotel, Hol- 
lywood, Fla., March 28, 29, 30 and 31, 
1932, according to an announcement 
from the office of J. Frank Newman, ex~ 
ecutive secretary, 

The entire Hollywood Beach Hotel wilf 
be turned over for the exclusive use of 
the credit jewelers and their guests and 
every facility will be accorded the asso- 
ciation to make both the business and so- 
cial phases of the convention successful. 

The exhibition plan calls for 96 spaces 
only. The exhibition will be held in the 
Spanish lounge of the hotel. 

The railroads have granted special low 
rates and the hotel rates have also been 
greatly reduced for this convention. 


Jewelry Worn Extensively 


on Riviera 


Chapin Marcus, president of Marcus 
& Co., Fifth Ave. jewelers, said recently, 
when interviewed by a JEWELERS’ CiIRCU- 
LAR representative, that never in his life 
had he seen so much jewelry worn as on 
the Riviera whence he returned a short 
time ago. 

“In Cannes,” said Mr. Marcus, “neck- 
laces were worn in profusion—mostly 
long combinations of carved emeralds, 
rubies, sapphires and diamonds.” This 
statement, by a leading retailer of the 
country, would seem to indicate that 
there is little or no substantiation for the 
remark made recently by a person promi- 


nent in style circles “that necklaces would 


not be worn this fall.’ Mr. Marcus 
went on to show how, in the past, jew- 
elry fashions have always adjusted to 
the demands of the couturier, and that in 
no case has an extreme fashion ever dis- 
placed the wearing of jewelry. 

“Some years ago,’ he related, “when 
high necklines came into vogue, no one 
stopped wearing pearl necklaces—they 
merely had them shortened. Necklaces 
will always be adapted to fit the neck- 
line. It would be contrary to human na- 
ture for a woman with a beautiful neck- 
lace to stop wearing it just because some 
styling tells her it isn’t proper. 

“Often, when the necklace is long and 
the line of the gown quite high, the jew- 
els are worn to hang over the dress. The 
best proof that women will always wear 
necklaces is found in the remark that the 
jeweler hears so often when a customer 
has left a necklace to be repaired: ‘How 
soon can I have it back? I feel naked 
without it!’ ” 
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The NEW L.GR. Electric 


WATCH 
CLEANING 
MACHINE 


The 
New Improved 
Machine 
Just Out 
— 

New basket and 
new non-corro- 
sive, non-screw- 
ing solution jar 


tops. 
——O-— 





=—=| New vibration 

“} arm for quick 
j drying. 

Save time and 

labor and _ in- 


S] crease profits. 
i 





Order from 


Jos. B. Bechtel 


& Co., Inc. 
729 Sansom St. 
Philadelphia 


Penna. 





Price $59.50 Less Cash Discount 





NOW SHOWING— 
FOR THE FALL SEASON 


DU PONTS 


NEW LINE OF TOILETW ARE 
IN LUCITE AND PYRALIN 





NEW PATTERNS 
NEW BOXES 
NEW PRICES 


SEND FOR CATALOG 





LARGEST DISTRIBUTORS IN TRI-STATE 
DISTRICT 


The Samuel Weinhaus Co. 


720-722 PENN AVE. 





PENNA. 





PITTSBURGH, 








ESTABLISHED 1888 


Grafner Bros. 


Wholesale Jewelers 


DIAMONDS 


Assortment and Values 


818 Liberty Ave. (2nd Floor) 


PITTSBURGH, PA. 
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| Old-Fashioned 
Hospitality 





5) in a 
Modern Setting 


Situated in the very heart of 
Philadelphia's great retail 
district, The Benjamin Franklin 
offers maximum convenience 
to visitors here. It is within easy 
walking distance of all the 
main historic points of interest. 
Conveniently accessible to 
all centres of transportation. 


The Benjamin Franklin assures 
its guests a warm welcome in 
the traditional Philadelphia 
spirit of hospitality. 


SS aeemee 


1200 ROOMS...each with bath 
Rates commence at $4.00 
HORACE LELAND WIGGINS, MANAGING DIRECTOR 


%e BENJAMIN FRANKLIN 


Chestnut Street at Ninth 
PHILADELPHIA 
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Retail Jewelers to Visit 
Hamilton Watch Factory 


PHILADELPHIA, Aug. 18.—Philadelphia’s 
jewelry retailers will be guests on Sept. 
16, of the Hamilton Watch Co., on an in- 
spection of the plant at Lancaster, Pa., 
and officers of the Pennsylvania Retail 
Jewelers Association, are planning to 
make it a real pilgrimage. A motorcade 
will start from here in the forenoon, with 
on escort of state highway patrolmen and 
if there is enough musical talent among 
the jewelers, a band may be organized for 
the trip. 

At Lancaster a halt will be made for 
lunch, before the visit to the factory, the 
Lancaster Jewelers Guild, cooperating in 
arrangements. Retailers from York, Har- 
risburg and Reading will be invited to 
join the Philadelphia group, which will 
include all retailers whether on a cash 
or credit basis. 

Following the trip through the plant 
the visitors will be taken to the Hamilton 
Country Club where they will be ten- 
dered a dinner and entertainment. 

The 1932 convention of the association 
will be held in Lancaster next May. 


“Open House Week” a Big 
Success 


Cuicaco, Aug. 17.—Reports are heard 
on all sides of the success attending the 
“Open House Week,” Aug. 3 to 7 when 
retail jewelers flocked to Chicago for the 
opportunity to visit the special exhibits of 
jewelry and gift wares. The members of 
the Wholesale Jewelers of Chicago did 
everything possible to make the week a 
big success and it is interesting to read 
what some of the wholesalers say about 
the outcome. 

A. L. Ellbogen of the Stein & Ellbogen 
Co. says: 

“The jewelers that attended the Jewel- 
ry Showing during the week of Aug. 3 
to 7 were more interested in buying than 
in former years. This no doubt was due 
to the fact that stocks in general are low, 
and as a direct result attractive new 
merchandise found a ready sale. 

“During the week the writer conversed 
with four jewelers from widely separated 
areas, all of whom reported an increase 
in sales over 1930.” 

John G. Leiner of Benjamin Allen & 
Co., Inc., adds: 

“We were agreeably surprised at the 
number of customers we had call on us 
during the Jewelry Showing Week. 

“Quite a number of them also bought, 
and most of them were quite cheerful as 
regards the business outlook of this Fall. 

“We really are of the opinion that we 
have touched bottom and are now on the 
upward grade.” 

A. C. Becken, Jr., of the A. C. Becken 
Co. says: 

“During our Jewelry Open House 
Week, I was agreeably surprised to find 
we had more visitors in our office than 
has ever before been true during any 
previous jewelry show week. 

“These customers, although conserva- 
tive in making large commitments seemed 
to be very much interested in seeing what 
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was new and did not hesitate in pur- 
chasing skeleton stocks. 

“Several jewelers indicated that their 
sales were showing an increase over 
1930, which was exceedingly encouraging 
and augurs well for this fall’s business.” 

A. J. Oppeheim, of Block-Weinfeld 
Co. and president of the Wholesale 
Jewelers of Chicago, says: 

“While the committee in charge has 
not finished checking up on the number 
of jewelers in attendance during ‘Open 
House Week,’ the general feeling is that 
the week was successful from a social, 
business and educational standpoint. It 
was most gratifying to note the attend- 
ance of such representative class of 
jewelers and the keen interest shown by 
them in the new merchandise shown, and 
their optimistic attitude toward the Fall 
business.” 


U. S. to Appeal Decision as to 
Tariff on Silver Pendants 


WASHINGTON, D. C., Aug. 18.—The 
Treasury Department has requested the 
Assistant Attorney General in New York 


to file an appeal in the United States: 


Court of Customs and Patent Appeals 
in connection with the decision of the 
United States Customs Court in which it 
held that certain silver pendants which 
had been assessed with duty as unfin- 
ished jewelry at the rate of 80 per cent 
ad valorem under paragraph 1428 of the 
Tariff Act of 1922, were dutiable at the 
rate of 75 per cent under the same par- 
agraph as materials of metal suitable for 
use in the manufacture of jewelry. 


Death of George W. Lomas 


On Sunday, Aug. 9, George W. Lomas 
died suddenly at his home in New York 
City. Mr. Lomas had been enjoying his 
usual good health up to about the latter 
part of July when he remained at home 
on advice of his physician for a slight 
ailment, but unfortunately complications 
developed. 

Mr. Lomas was born in New York 
City on Feb. 17, 1875, but for a time lived 
in Uxbridge, Mass., returning to New 
York in the late 90’s. He started in the 
wholesale dry goods business but soon 
changed to the jewelery business, going 
with Chas. S. Crossman & Co. in 1897 
and upon the formation of Crossman Co. 
in 1906 he became vice-president, a posi- 
tion which he held ever since. He rep- 
resented both concerns on the road in 
the Middle West and southern territory. 

He leaves besides Mrs. Lomas a mar- 
ried daughter, Mrs. George Fricke. 

Services were held on Tuesday eve- 
ning, Aug. 11, and interment was in the 
family plot at Cottage Grove Cemetery, 
Flushing, L. I., the following day. 


Engravers to Award Trophies 


The Engraved Stationery Manufactur- 
ers Association announces a nation-wide 
competition. The contest will be open to 
all users of commercial stationery. 

Only genuine engraving will be con- 
sidered, and each entry must be accom- 
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panied by an official entry blank dis- 
tributed through a member of the En- 
graved Stationery Manufacturers Asso- 
ciation. 

Twelve awards will be made to the 
individuals submitting the finest samples 
of genuine engraved stationery used by 
their firms during the contest period, 
Sept. 1 to Dec. 31, 1931. 


Silverware Redemption Bureau 
Fights Complaint of F. T. C. 


WASHINGTON, D. C., Aug. 18.—The 
Rogers Silverware Redemption Bureau, 
Inc., of New York City has filed its an- 
swer to the formal complaint of the Fed- 
eral Trade Commission in which it 
makes a general denial of the commis- 
sion’s complaint. 

It admits that it is engaged in the dis- 
tribution and sale of redemption cards 
to be used by retail dealers in connec- 
tion with the sale of their particular 
merchandise, for which coupons can be 
exchanged for silverware exclusively of 
the William A. Rogers, Ltd. 

The answer states, however, “that the 
busness of the respondent is not affected 
with public interest; that the Interna- 
tional Silver Co. is a manufacturer of 
silverware and is not now, and never 
has been, a competitor of the respondent, 
and that the acts complained of in the 
complaint herein do not affect said In- 
ternational Silver Co., nor any of its 
subsidiary corporations, none of which 
is a competitor of the respondent; that 
the International Silver Co. and its sub- 
sidiaries do not engage in the business 
of selling or distributing coupons or re- 
demption cards and redeeming the same 
with silver. 

“That the International Silver Co. and 
its subsidiaries have no standing before 
this tribunal and are not competent to 
invoke the Federal Trade Commission to 
institute these proceedings and have no 
legal interest in any of the acts claimed 
to have been committed by the respon- 
dent, nor are they affected thereby. That 
this Federal Trade Commission is with- 
out jurisdiction in the premises and it is 
without jurisdiction over the respondent.” 
The company asks that the complaint be 
dismissed. 


Diamond Imports 


Figures are now available on diamond 
imports for the first six months ot the 
current year. They show a total of $7,- 
568,496. Of this amount the rough or 
uncut stones are valued at $2,352,002, 
and the cut gems at $5,216,494. 

May, with total imports of $1,768,963, 
leads the months thus far this year. 
January showed $887,887; February, $1,- 
066,348; March, $1,352,440, and the fig- 
ures just given out show that the June 
imports reached $1,274,947. 

How these figures compare with the 
first six months in 1930 will be seen 
when it is noted that the total imports 
for that period reached $12,150,210. Of 
this total the rough was reported at $2,- 
314,988 and the cut gems at $9,835,222. 
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Discriminating 
Women 







individuality and 
smartness in their beauty 
of design. Women are 

for and are always captivated by the 
enthusiastic loveliness of the Platinum, 
Diamond Baguette Watches. 


May we show our complete line together with some 
startlingly beautiful 


BRACELETS, BROOCHES and RINGS 
Quotations promptly given. 


REINER & BERKOW, INC. 
44, West 48th St. / New York 
Telephone: Bryant 9-9259 


THE NEW CHECKER 
SUPER-BRILLIANT 
STONE CUTTING 



















- SMELTING 
_& REFINING CO. 


~ Minneapolis Minn. 
SS So Third St: 





“OrD 
JEWELRY 


accurately 
refined or 
estimated 












Prompt Returns 













UIE 








36/902 36/907 





ERE is a stone cutting that is really new, one 
that your customer will appreciate. A cutting 
that adds life and fire to these synthetic stones. 

Their flashing brilliance is a revelation of the Jewelers 
Art. Don’t fail to stock up on these fast selling 
Checker Cut stone rings. Made in 14K. White, 
Yellow and Green Gold. Set with the new Checker 
Cut Synthetic Sapphires and Rubies. Write for prices. 


SELIZiem BROS. 


Manufacturing Jewelers and Importers 


80 NASSAU STREET, NEW YORK, N. Y. 












SUMMON 


Ii 


AVAILABLE 
AT ONCE-- 


A COMPLETE 
ADVERTISING 
STAFF 


HERE is an opportunity to add the serv- 

ices of a complete Advertising Depart- 
ment to your business, at a cost proportion- 
ate to the amount of work you require. 
Selling Ideas . . Layouts .. Art ..Copy.. 
Plates and Printing . . all supervised by 
specialists . . men who devote their entire 
time to Jewelry Advertising. 


If you are planning a single Advertising 
Piece or a Complete Campaign, it will more 
than pay you to get in touch with me. Let 
me show you the difference between a really 


professional job and the average mediocre 
one. If you are interested, write to “D, 


6510” care THE JEWELERS’ CIRCULAR. 


AOA Ne 











California Gold and Silver- 
smiths Meet 


SAN FRANcisco, Aug. 15.—The annual 
convention of the California Gold and 
Silversmiths’ Association was held at the 
Palace Hotel here, July 6, 7 and 8 and 
was attended by delegates from all sec- 
tions of the State, with several visitors 
from other Pacific Coast points. Presi- 
dent J. Herbert Hall, Pasadena, pre- 
sented his annual report and stated that 
the association has now the largest mem- 
bership in years. Field secretary, Ed- 
ward R. Allen showed that since the 1930 
convention nine local associations have 
been formed, in addition to the three in 
operation at that time, 

Among the prominent speakers were 
Dr. Paul Cadman, of the University of 
California; Paul G. Trotter, A. W. Hug- 
gins of A. I. Hall & Sons and others. 

The election of officers resulted as fol- 
lows: President, Godfrey Eacret of 
Shreve, Treat & Eacret, San Francisco; 
first vice-president, Clarence L. Runyon, 
Huntington Park; second vice-president, 
Earl L. Bothwell, San Jose; third vice- 
president, Max Strasburg, Hollywood; 
secretary, Constant J. Auger, San Fran- 
cisco, and treasurer, Julius A. Young, 
Oakland. 

The convention was brought to a close 
with a banquet, entertainment and dance. 
Senator Samuel M. Shortridge was the 
speaker of the evening. 


Death of Charles F. Miller 


Lancaster, Pa., July 20.—In_ the 
passing of Charles F. Miller, president 
of the Hamilton Watch Co., which took 
place at the Johns Hopkins Hospital, 
Baltimore, July 18, the watchmaking and 
jewelry trade suffered a severe loss, as 
did the business world of Lancaster and 
vicinity. Mr. Miller, who was president 
of the Hamilton Watch Co., of this city, 
was not only a leader among the manu- 
facturers of the country, but his work in 
development of watchmaking as well as 
general support of all movements con- 
nected with the perfection of timekeeping 
mechanism, has left a strong impression 
on modern horological art. 

Mr. Miller was a native of Lancaster 
and received his education in the public 
schools of this city. Early in life he 
started in the soap business in the con- 
cern which is known by the name of his 
father. Later he organized the Chas. 
F. Miller Mfg. Co., which was sold out 
to the Pennsylvania Soap Co. 


About 23 years ago, Mr. Miller be- | 


came identified with the Hamilton Watch 
Co., then one of Hamilton’s growing in- 
dustries, serving the concern first in the 
capacity of treasurer. In February, 
1910, he was elected to the presidency of 
the concern, a position which he held 
until the time of his death. Under his 
management, the concern grew not only 
in size but in the importance of its prod- 
uct and today is one of the great watch 
companies of the world, having had 
merged with it recently the great Illinois 
Watch Co. of Springfield. 
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Mr. Miller was a public-spirited citizen 
and outside of the watch trade had done 
much for the upbuilding of the social, 
intellectual and religious life of Lancas- 
ter. He was treasurer of the A. Herr 
Smith Memorial Library and a trustee of 
the association, a member of the Board 
of Trustees of the First Presbyterian 
Church and president of the Board at the 
time of his death, as well as trustee of 
the Stevens Industrial School and of the 
Children’s Home, among other bodies. 
He was also a member of the Advisory 
Council of the Horological Institute of 
America. Among the local bodies of 
which Mr. Miller was a member was the 
Lancaster County and Hamilton Clubs. 

Mr. Miller is survived by his widow, 
who was formerly Miss Blanche Lichty, 
as well as by three sons, Charles L., of 
this city, and Robert E. and Frederick S., 
of Springfield, III. 


F. T. C. Issues Complaint 
Against Use of “Goldcraft”’ 


WASHINGTON, D. C., Aug. 12.—A 
formal complaint was recently issued 
against the Knickerbocker Watch Co., 
New York City by the Federal Trade 
Commission on the ground that certain 
of its practices mislead the public. 

The Commission’s complaint states that 
the company buys in this country and 
Europe watch cases and movements and 
that it stamps the watch cases “with the 
term and _ designation WARWICK 
WATCH COMPANY - GOLDCRAFT.” 
It is claimed by the commission that 
“such watch cases are not made of gold, 
and are not gold plated.” 

In this connection the commission says 
that “the term or designation GOLD- 
CRAFT so stamped, branded or labeled 
on said watch cases has the tendency and 
capacity to deceive ultimate purchasers 
of said watch cases or of watches con- 
tained in said cases, into the erroneous 
belief that said watch cases are made of 
gold, or are plated with gold, and to 
divert trade to said respondent from its 
competitors who sell and distribute in 
interstate commerce watch cases which 
are truthfully stamped, branded or 
labeled, and otherwise injure such com- 
petitors, and the said use by respondent 
of the term or designation, GOLD- 
CRAFT, causes to be placed in the hands 
of said retailers the means of committing 
a fraud upon ultimate purchasers of 
watches or watch cases so_ branded, 
stamped or labeled.” 


Milwaukee Wholesale Jewelers 
Enjoy Outing 


MILWAUKEE, Wis., Aug. 10.—The Mil- 
waukee Wholesale Jewelers’ Association 
held its annual outing and picnic on Sat- 
urday, July 25, at the Oakton Country 
Club at Pewaukee Lake. Entertainment 
at the picnic included swimming, games, 
and contests. 

M. B. Barkan of M. B. Barkan & Son 
was chairman of the entertainment com- 
mittee, which included Fred Theleman, 
William Kilb and E. B. Schuelenberg. 
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New England Gift and Art 
Retailers Association 


Boston, Aug. 19.—-The semi-annual 
meeting of the New England Gift and 
Art Retailers Association will be held on 
Monday, Sept. 14, on the opening day of 
the National New England Gift and Art- 
wares Show, at the Copley Plaza Hotel. 

During the afternoon, announces Miss 
Edith W. Fisher, president of the asso- 
ciation, there will be a retailers meeting 
at 4 p.m., then the buffet supper from 6 
to 9, followed by the meeting of the as- 
sociation. 

George Fiel, secretary of the Massa- 
chusetts Hardware Dealers’ Association 
will speak on “Profit Making Now in 
1931 in the Shall Shop.” Mrs. M. B. 
Pillsbury of the Garden Shop in Man- 
chester, N. H., who has just come back 
from abroad, will give her impressions 
of Europe from the viewpoint of a gift 
shop owner. 


Trend in Installment Sales 


WasHINGTON, D. C., Aug. 18.—The 
trend in department sales of jewelry on 
an installment basis over a three-year 
period is revealed in a recent survey of 
the 1930 installment jewelry business at 
retail, completed by a New York account- 
ing firm, as follows: 





Per cent 

Departments of Total Net Sales 

1928 1929 1930 
De Pr eeere ec ree 41.1 38.2 34.9 
WES ccdaadatnneue 27.8 32.1 34.3 
Miscellaneous 15.1 16.0 16.2 
i Errore 10.6 8.1 8.9 
Silverware and Clocks.. 5.4 5.6 5.7 
NOMEN C ces nue cease ea 100.0 100.0 100.0 


H. H. Chadbourne Appointed 
Sales Manager 


The appointment of H. H. Chadbourne 
to the position of sales and merchandis- 
ing executive was announced recently by 
A. C. Possin of the Boszhardt-Possin Co., 
Milwaukee wholesale jewelers. 

A. E. Nicholas, formerly office man- 
ager of Boszhardt-Possin Co., has re- 
signed his position to enter the amuse- 
ment business in Milwaukee, it was an- 
nounced recently. 


New Quarters for Broer Co. 


ToLepo, Onto, Aug. 18.—The new 
quarters of The W. F. Broer Co., whole- 
sale jeweler, which will be located on 
the tenth floor of The Board of Trade 
building, are completed and the firm has 
moved in its stock. 

W. F. Broer, president, announced that 
J. W. Williams, vice-president, and 
Frank Heyne of the city sales staff, will 
have their headquarters in this new loca- 
tion at 1026 to 1029 Board of Trade 
Building. 


At a recent meeting of the Board of 
Directors of the New Haven Clock Co., 
New Haven, Conn., Edward Stevens, 
vice-president of the concern, was ap- 
pointed director of sales. 
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Platinum Ring Finding Co. 


9-11 Barrow Street New York 


PLATINUM RING FINDINGS 


FOR THE 
MANUFACTURER EXCLUSIVELY 
LET US SUPPLY YOUR NEEDS 
IN 
DIAMOND MOUNTINGS 
DINNER RINGS 
GENTS’ RINGS 


10% IRIDIUM OR SPECIAL PLATINUM 
-+4HHe+- 
ASK TO SEE 








KARLAN & BLEICHER, INC. 
GOLD RING FINDINGS 


LARGEST AND MOST 


EXCLUSIVE LINE 
ON THE MARKET 


» 























Delivery guaranteed within 3 days 


George Palestro 
134 West 23rd St. = New York City 


WE PAY CASH FOR YOUR 
ENTIRE STOCK and FIXTURES 








IO) 0] tom C10) 1310) \\ i. O10) 


27 SCHOOL STREET 
BOSTON, IVASS. 





WIRE AND WE WILL SEND A 
ONCE 


WRITE OR 
REPRESENTATIVE AT 











THE WASHBURN 
MAGIC NUT 


for Ear Studs, Scarf Pins, 
etc. 
Platinum—18k White 


18k — 14k — 10k 
14k R. P. — Sterling 


PEARL DRILLING, STRINGING 
and Adjusting a Specialty 
Repairing and Special Order Work 
Send for Descriptive Circular 


C. IRVING WASHBURN 
108 FULTON ST., NEW YORK 


Security 
Automatie Holder 
for Searf Pins 


“=P 


= 


Clesed 


Safety Catch 
4 Breeches 


18 kt. 
i. 18 kt., 
14 kt., Large 
and Small 
Size. 























SILO’S 





45th St. and Vanderbilt Ave. 
NEW YORK CITY 


ESTABLISHED 1879 


Will Sell At Unrestricted Public Auction 











DIAMOND JEWELRY, 


Friday, Sept. 11, and Thursday and Friday, 
Sept. 24 and 25, at 9:30 A. M. 


BY ORDER OF THE 
PROVIDENT LOAN SOCIETY of NEW YORK 


SECOND SALE ON VIEW SEPT. 21, AT 1 P. M. | 








Catalogue on request, JAMES P. SILO, Auctioneer | 


SILVER and OTHER ARTICLES | 


FIRST SALE ON VIEW SEPT. 8, AT.1 P. M. 

















A NEW HOTEL IN THE 
HEART OF NEW YORK’S 





HOTEL PLYMOUTH 


49th St.—just East of Broadway, New York 


Every Room with Private Bath, Shower, Circulating 
Ice Water AND RADIO 


Single from $7) .50 Double from $3.50 
H. G. YURDIN, Managing Director FREE GARAGE 























REEVE & MITCHELL CO. 


SINCE 1898 
NON-TARNISHING 
FLANNEL BAGS and ROLLS 


1110 Sansom Street Philadelphia, Pa. 


SW " 
- Phoenix ji 5 





Makes your white gold Jewelry look 
like platinum. Easy to buy—Easy 
to apply—Easy to pay for. 


Ask for free folder Y 







_ Jewelers Technical Advice Co. 
#22 Alban St. New York City. ! 


















Max Henken, diamond dealer, for- 
merly at 48 W. 48th St., is now located 
at 10 W. 47th St. 

L. Witsenhausen, of Serpe Bros., 64 
Fulton St., has announced the legal 
change of his name to L. Whitman. 

David Davidson, of 1 W. 47th St., re- 
turned recently on the Lafayette from a 
trip to the European diamond markets. 

Morris Rosenfeld, diamond importer 
of 68 Nassau St., has recently left for 
Europe on a purchasing trip. 

The Du Pont Viscoloid Co. has an- 
nounced the removal of its New York 
officers to new quarters in the Empire 
State building, 350 Fifth Ave. 

The Bulova Watch Co., recently de- 
clared a quarterly dividend of 20 cents, 
compared with 37% cents paid pre- 
viously. . 

Announcement has been made that John 
C. Rundback has severed his connections 
with the firm of John Rundback’s, Inc., 
2232 Third Ave. 

Charles Gold, formerly of Charles 
Gold & Bro., is now doing business under 
the name of Charles Gold & Co., 36 W. 
47th St. 

Julius Miller, retail jeweler who lived 
at 147-28 90th Ave., Jamaica, died Aug. 
6 from a heart attack while in his store 
at 90-56 Stuphin Boulevard, Jamaica. 

A. Wolfson, diamond importer with 
offices at 22 W. 48th St., left recently for 
Europe on a trip to the diamond markets 
of Antwerp and Amsterdam. He will 
return early in September. 

Bernard Landau, dealer in precious 
stones, 527 Fifth Ave., sailed Aug. 8 from 
San Francisco for the Orient. While 
there he will visit the pearl markets in 
India and China. 

Louis Whitelaw, of Whitelaw Bros., 
47 W. 48th St., recently arrived in New 
York on the Europa from Amsterdam 
after an extensive buying trip to the 
European gem markets. 

Joseph C. Newman, who has been as- 
sociated with the diamond business for 
a number of years in New York, is now 
connected with S. L. Van Wezel, importer 
and cutter at 1650 Broadway. 

Harry Wright, for 50 years employed 
by the Gorham Co. as a traveling repre- 
sentative and lately as a salesman in the 
New York offices at 2 W. 47th St., has 
retired from active business. 

Levy & Goldfisher, manufacturing jew- 
elers, formerly in Room 46, 99 Canal St., 
have announced the removal of their 


offices to new and larger quarters in 


Room 50, the same building. 

Hirsch & Lehman, 303 Fifth Ave., are 
in charge of the New York office of the 
White Stone Jewelry Corporation, a new 
concern organized in Providence for the 
manufacture of white metal and costume 
jewelry. 

G. Sulzer, of Bernard Rice’s Sons, 325 
Fifth Ave., left Aug. 18 on a two months’ 
trip to the Pacific Coast. L. M. Guiter- 
man, of the same concern left Aug. 15 
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Jewelry News of the 


N EW YORK: Metropolitan District 


victed of holding up the jewelry store of 
M. Rosenthal, 1637 Broadway, on Aug. 
3, received checks of $107 each as a re- 
ward. The money was part of a $1,000 
reward offered by the Jewelers’ Security 


for Baltimore and Washington and an 
extended trip through the East. 

Jacques H. Leff member of the firm of 
Hirsch & Leff, 62 W. 47th St., has re- 
ported to the police that his car was 
forced to the curb by five bandits in an 
automobile who robbed him of jewelry 
valued at $25,000. The loss was fully 
insured. 

Betteridge, Inc., New York jewelry firm 
with stores at 2 Wall St. and 545 Fifth 
Ave., will open another branch store on 


vg 
Ask Me Another 


—lIs Big Business in America 
throttling individual ef- 
fort? 

—By no means. 

—What chance has a small 
business? 

—Every chance, if it has ef- 
ficient management. 

—Doesn’t big business con- 

| trol the situation? 

| —No! According to figures 

| presented by the Nation- 

al Industrial Conference 

Board only one-half of one 

per cent of American 

manufacturing plants em- 
ploy more than 1000 wage- 
earners; only 1.4 per cent 
have a payroll of more 
than 500 men; and only 

3.4 per cent have more 

than 250 employees. 


Sect 6 To. 
President 
= a 

















Oct. 1 in the new Waldorf Astoria Hotel 
at 50th St. and Park Ave., now nearing 
completion. The shop will open on the 
lobby and will be decorated in de luxe 
style. 

W. Lichtenfels of the Gemex Co., 
Newark, N. J., recently returned from 
Europe together with his family on the 
steamship Milwaukee. Mr. Lichtenfels 
spent several months abroad primarily 
as a pleasure trip, but also found time to 
visit the various jewelry centers on the 
continent. 

Supreme Court Justice Schmuck has 
granted the application by the Waltham 
Watch Co. and the Elgin National Watch 
Co., to restrain James F. Hall and Joseph 
Marks from doing business at 545 Fifth 
Ave. and 2 East 45th St.. New York, 
under the names of the Waltham Watch 
Association Repair Service and the Elgin 
Watch Association Repair Service. 

The seven police officers who were in- 
strumental in the capture of Marcus Bas- 
sett and William Sutton, recently con- 
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Alliance. Of this sum, 15 per cent was 
given to the Police Relief Fund and 10 
per cent to the Police Pensions Fund. 

A reward of $10,000 for the return of 
jewelry and loose diamonds and for the 
arrest and conviction of the man or men 
who robbed Saul Lenkowsky, salesman 
for Samuel Lenkowsky & Son, 10 W. 47th 
St., at the Copley Plaza Hotel, Boston, 
on July 16 of diamond rings and unset 
gems valued at approximately $16,000, 
has been offered by Toplis & Harding, 
insurance adjusters of 150 Williams St., 
New York, it was said at the offices of 
that firm. 

The quick-witted action of Joseph 
Rosenblatt, jeweler, saved him nearly 
$15,900 worth of gems recently when two 
men attempted to hold up him and his 
son in his offices on the 23rd floor of 
521 Fifth Ave. The thugs had pretended 
to be customers and when they drew re- 
volvers, ordering Mr. Rosenblatt and his 
son to put up their hands, the older man 
threw the telephone at the window and 
shouted “Police!” One of the bandits 
shot Mr. Rosenblatt in the arm, and then, 
seeing the jeweler fall limp to the floor, 
they both fled, thinking him dead. 

Charles Kaufman, member of the firm 
of Gattle & Hunter, Inc., 576 Fifth Ave., 
and traveling representative for that con- 
cern in the East and Southern territory, 
died Aug. 4 in St. Luke’s Hospital after 
an illness of three weeks. He was 47 
years old. Funeral was held Aug. 7 
from the Riverside Memorial Chapel 
with burial in Woodlawn Cemetery. 
Surviving are the widow, Catherine 
Kaufman of 681 W. 193rd St. and three 
daughters. Mr. Kaufman had been as- 
sociated with Gattle & Hunter for six 
years, and before than had been con- 
nected with Hill & Schmidt and Good- 
friend Bros. He was a member of the 
Boston Jewelers’ Club. 


Durand & Co. Move 


Newark, N. J., Aug. 18.—Durand & 
Co., of this city, have been forced to 
vacate their premises at 49 Franklin St., 
to make way for the government’s new 
post office and Federal Building. The 
firm is now located in modern quarters 
at 72-74 E. Kinney St. The concern has 
been in the same location for over 62 
years and is the only jewelry manufac- 
turing house in Newark with such a 
record. 

Durand & Co. was established in 1838 
and the Durand family has been in com- 
plete control of the business since it was 
founded. 

The active heads of the business today 
are Harry Durand, Sr., and Harry 
Durand, Jr. 
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SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 10K Montana Agate. Send for CATALOGUE 


with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


tion. 
L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 


OFFICES FOR RENT IN 
National Jewelers Board of Trade Bldg. 
22 West 48th Street, New York City 


Small and larger units of desirable space, with north 
light ready for immediate occupancy. 


DE WET | & DE WITT, Managing Agents 
Wall Street, New York City 


Phone Whitehall 4-3833 








HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 

















BOHEMIAN CJARNET JEWELRY 


Necklaces, Pendants, Brooches, Bracelets, Earrings, 
Rings, Scarfpins and Beads 


In yellow metal and gold plated. e Low kt. gold and 
heavy gold plated.e 10 or 14 kt. gold if made to order. 


HENRY KLAAS CO., 


58 East Washington St., Chicago, Ill. 





Boyajian’s Sons Co., 7 
64 West 48th Street . New York 
A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. Memorandum selection 
sent on request. j 

















SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


Quick Mail Service 
New York, N. Y. 


Watch Repairs and Materials :: 
93-95 Nassau St. 




















Hand Carved Chinese Jade 


Amethyst, Turquoise Stones artistically mounted 
Real seed pearl jewelry our specialty 
Ask for memo package 


ASIATIC ART JEWELRY CO., Inc. 


22 West 48th Street New York, N. Y. 





GRIMM and JUDAE CO. | 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


31 No. State Street CHICAGO | 























THE PROTECTION RING GUARD 
© The Most Perfect Ring Guard Ever Made 


NO POINTS TO SCRATCH 
1 Doz. Ass’d on Card—14 Kt. Gold All Colors 
Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 
Pat. May 25, 1920 Pat. May 25, 1920 
Method Patented Pat. No. 1712276 
May 7, 1929 
THE LION SAFETY PIN CLUTCH CO. 
20 West 22nd St., New York Or Jobber 





SUPERIOR WATCH MATERIAL CORP. 


AMERICAN PROMPT CRYSTALS 

and SWISS | MAIL SERVICE DIALS 

MATERIALS FINDINGS 

COUNTER SERVICE 
New York 


























54 W. 47th St. 


MEdallion 3-8973 


78 Bowery 
DRydock 4-4670 














WATCH AND CLOCK REPAIRING 
H. IZZET & CO. 


QUICK MAIL SERVICE 
154 NASSAU ST. 


BEekman 3-0396 


NEW YORK 














TORTOISE SHELL, IVORY AND 
PEARL REPAIRS AND _ SPECIAL 
ORDERS IN REAL AND IMITATION 


Combs and brushes for Refills in mountings. 
New mirrors and steel fittings In Tellet Sets. 
Fans Repaired. 

Write for Eetimates 


HARRY E. DAVIS, 807 Sansom St., Philadelphia 








Non-Tarnishing Flannel 


BAGS and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., INC. 


TAUNTON, MASS 





»P.£G.REBUILT WATCHES 


A complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
Hamilton—Illinois—Howard—Elgin 21-J. R. 
watches in original cases, at very low prices. Price iat 
upon request. 

PLONSKY & GREENBERG 
76 Bowery Tel. DRy Dock 4-7563 New York City 
























CHICAGO: 


Fred Kline, Juergens & Andersen Co., 
returned recently from Michigan, where 
he and his family spent a couple of 
weeks. 

Pinkerton’s National Detective Agency 
has moved its offices from 137 South La- 
Salle St., to the 13th floor of the new 
Merchandise Mart. 

Ed. Feldman, of Turow & Feldman, 
Mallers building, returned recently from 
New York and Providence, where he 
spent several weeks looking over the 
markets. 

J. M. Washburn is now associated 
with the sales force of the A. C. Becken 
Co., and is representing that concern 
through his regular territory. For many 
years Mr. Washburn was connected with 
Benj. Allen & Co. 

Max D. Mallen has engaged in the 
retail jewelry business under his own 
name, with suitable headquarters in suite 
537 Pittsfield building. For many years 
Mr. Mallen has been associated with 
Marks Lewy & Son. 

The Tell Time Corp. was recently or- 
ganized to manufacture electric clocks. 
Its offices are located in suite 1107, Col- 
umbus Memorial building. The principal 
member of the corporation is Sam Wein- 
stein, who is president and treasurer of 
B. Weinstein, Inc. 

Sam Forman recently removed his 
Roseland branch to 6317 Cottage Grove 
Ave., and has incorporated this business 
under the name of the Roberts Jewelry 
Co. Sam Forman is president and 
treasurer and Z. P. Manning, secretary. 
Mr. Forman operates his main store at 
63rd and S. Halsted Sts. 

L. & M., Inc., is the name of a new re- 
tail jewelry store recently opened at 814 
W. 63rd St. Maurice S. Lipkin is presi- 
dent, Henry Meyer, vice-president and 
Mary Lipkin, secretary. They are in- 
corporated under the laws of Illinois 
with an authorized capital stock of 
$10,000. Maurice Lipkin operates a very 
fine retail store in the Pittsfield building, 
and Mr. Meyer has been in his employ 
for a number of years. 

Ernest H.- Porter, manufacturers rep- 
resentative, recently returned from the 
East and announces that he made con- 
nections to represent Feldenheimer & 
Jacoby of New York and the precious 
stone division of L. Heller & Son of New 
York. He will handle these lines in con- 
nection with the R. Haeflinger line of 
Chicago, making his headquarters at the 
Columbus Memorial Vaults, and calling 
on the retail trade from Pittsburgh to 
Omaha. 

“The Illinois Retail Jewelers’ Associa- 
tion has begun a new campaign to in- 
crease its membership. President Walter 
Flora, in accordance with the decision to 
accomplish this made at the Peoria con- 
vention, has appointed B. J. Hagamann 
of Chicago, chairman of the membership 
drive. Under the direction of Mr. Haga- 
mann, the “Pluggers” will call upon 
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every jeweler in the State, not already 
a member, to solicit him for membership. 
It is hoped that a large increase will re- 
sult, for in times like these it is most im- 
portant that the association’s strength be 
maintained. 

Bureau of identification records were 
searched in vain by Chicago detectives 
in an effort to trace the identity of the 
gunmen who robbed Julius Dreyfus, New 
York diamond broker, of diamonds 
valued at about $100,000 while he was 
enroute from Rockford, IIl., to Fond du 


[ PLUS SIGNS 


SALES OF ELECTRIC WASHING 
MACHINES for the first half of the 
year amounted to 341,025 units as 
against 319,229 units in the first 
half of 1930. 

GRIGSBY-GRUNOW DISTRIBU- 
TORS have placed orders for $11,- 
000,000 worth of merchandise for 
delivery before October. 

THE DEPARTMENT STORES of 
Westchester County, New York, 
show an increase in sales for the 
first six months, as compared with 
same period last year. 

JULY NET INCOME of the Rock 
Island road will be about $2,700,- 
000—the largest for any July in the 
history of the company. 

CAR LOADINGS for the week 
ending Aug. 1 gained 15,541 over 
the preceding week, the biggest 
gain coming in miscellaneous 
freight. 

BUSINESS DEFAULTS DE- 
CREASED AGAIN—the fourth suc- 
cessive weekly decline. 














L Compiled by J 
SALES MANAGEMENT 2 


Lac, Wis., via bus. Dreyfus said he 
was ordered from the bus at Oak Grove, 
Wis., by two fellow passengers who sud- 
denly drew guns and told him to get off 
quietly or they would kill him. They 
then drove him back to Desplaines, IIl., 
in a car that had been following the bus 
and there they released him. 

Adolph Braude has taken over the in- 
terests of his brother Paul, in the whole- 
sale jewelry business of Paul & Adolph 
Braude, 29 E. Madison St. The firm 
name has been changed to Adolph 
Braude Corporation. Adolph Braude is 
president and treasurer, Ben Z. Gins- 
burg, vice-president and director of sales, 
Wm. Weiner, secretary. The business 
will remain at the old location and their 
methods of doing business will remain 
unchanged. The old firm of Paul & 
Adolph Braude was founded on July 1, 
1918. Mr. Braude and Mr. Weiner will 
look after the affairs at the office, while 
Mr. Ginsburg will call on the retail trade 
in Chicago and vicinity. 

Funeral services for Donald Dean 
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were held on Saturday, Aug. 15 and in- 
terment was at Acacia Park Cemetery. 
Donald Dean is the son of Frank E. 
Dean, secretary and treasurer of the As- 
sociated Silver Co. He was 23 years of 
age and passed away on Aug. 13, at the 
Augustina Hospital from abscess of the 
brain. On June 7 young Mr. Dean was 
riding in his automobile when the car 
skidded, causing an accident that cracked 
his skull. Even though specialists op- 
erated three times it was impossible to 
save his life. 

Announcement was made by the Stein 
& Ellbogen Co. that Wendell & Co. are 
now affliated with them, with Charles 
D. Ellbogen, president and in active 
charge of the business. Wendell & Co. 
will continue to operate their two model 
shops. While the New York factory re- 
mains unchanged the Chicago factory has 
been moved to the fourth floor of the 
Columbus Memorial building. Additional 
new machinery has been installed and the 
entire quarters remodelled for the man- 
ufacture and repair of all kinds of jew- 
elry. Wendell & Co. continue to spe- 
cialize in the manufacture of fraternal 
jewelry, medals, class rings and pins, and 
its special order and repair work, giving 
one day service whenever possible. All 
of the Wendell active organization and 
workmen were retained. Charles D. 
Ellbogen served his apprenticeship with 
Wendell & Co., from 1914 to 1917, and 
then entered the army. He followed in 
the footsteps of his father, the late Max 
Ellbogen, one of the founders of the Stein 
& Ellbogen Co., whose first jewelry con- 
nection was with Wendell & Hyman, in 
1868. 

The grim reaper claimed a victim from 
the jewelry field, when on July 25, An- 
drew J. “Andy” Ledwith passed away 
suddenly. “Andy” in apparent good 
health went to Riverside to play golf 
with some friends. After playing a few 
holes he complained of indigestion and 
departed for the club house telling his 
friends he would meet them later at an- 
other hole. When he did not appear 
they went to the club house and found 
him in intense pain. They drove him to 
a nearby physician who suggested that 
he be taken to his friend’s home to rest 
instead of traveling to the north side of 
Chicago. Enroute to this friend’s home 
he passed away, heart stroke being the 
cause. “Andy” Ledwith was born in New 
York city, 44 years ago. At the age of 
16 he entered into the employ of Oneida 
Community, Ltd. He worked in the New 
York office and later in the New England 
office. Twelve years ago he came to 
Chicago and worked out of this office 
calling on the local trade. Deceased 
made his home at 6822 Ellwood Ave., and 
is survived by his widow and one son, 
18 months old. Funeral services were 
held on July 28 from the Chapel and 
interment was at All Saints Cemetery, 
Desplaines. 








THE JEWELERS’ CIRCULAR 










See the NEW 
G-S Fancy Crystals 
with Bevel Edges 


ALSO NEW-—Fit-Kwik Visible Index 
System at DETROIT Convention 


LOWEST PRICES 
IN HISTORY 


New manufacturing 
methods permit lower 
prices, yet the advantages 
are greater than ever— 


largest assortment in the 
world — all shapes clean 
cut and beveled —all fit 


securely and dust-tight— 
Self-Indexing Cabinet — 
quick reference Catalog. 
By all means visit Booth 
32 in Detroit. Or write 
us for information. 





In Booth 32, at the A.N.R.J. Convention, you will see, in 
perfected form, what was proclaimed impossible — nearly 
1,000 shapes, with beveled edges, in G-S Flexo Fancy Crystals. 
All beautifully domed from extreme edge. These are fitted 
quickly and stay fitted tight and firm—the only crystals with 
this tight-binding feature. 

There, too, you will see the G-S new Visible Index System 
in handsome cabinet for crystals so that you can instantly se- 
lect the exact shape and size you want. Adjustable compart- 
ments for 1,000 shapes. The Index Catalog is equally quick 
and simple. Every progressive jeweler should see these im- 
portant developments, which will make more satisfied cus- 
tomers. 


GERMANOW-SIMON MACH. CO 
AO8 ST. PAUL ST., ROCHESTER,N.Y. 


Copyright G-S M Co. 1931 
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HOROLOGICAL QUESTIONNAIRE 








Aaucing that we are 
required to make a new train wheel or a dial wheel, how 
shall we proceed with the operation? 


Answer.—For our first attempt in this direction we 
will assume that a new hour wheel is required, as this is 
perhaps the simplest wheel in a watch to make. Assuming 
that the old wheel has been lost, we can readily determine 
the number of teeth by referring to a formula previously 
given for this purpose. As the hour wheel meshes into the 
minute pinion, it follows that the hour wheel should 
have the same diametral pitch as the minute pinion. There- 
fore, our first step will be to determine the diametral pitch 
of the minute pinion. We will make all of our measure- 
ments witha one-inch micrometer equipped with a vernier 
for reading to ten-thousandths of an inch. We find on 
examination that the minute pinion contains 10 leaves, 
the minute wheel contains 36 teeth and the cannon 
pinion 12 leaves. By the use of our three times four 
rule we can readily figure out that the hour wheel will 
require 40 teeth. Our next step will be to accurately 
measure the distance of centers of the center staff and 
the minite pinion stud, as a preliminary step in determin- 
ing the outside diameter of the hour wheel. We can 
measure the distance of centers quite accurately with a 
micrometer caliper if we remove the cannon pinion and 
the minute wheel, then measure across the center staff 
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and minute wheel stud. We will assume that this 
measurement reads 0.268. “Then we will measure the 
center staff, which we will assume reads 0.020, also the 
minute pinion stud, which we will assume reads 0.016. 

As the distance of centers does not include the total 
diameters of the center staff and minute pinion stud, it 
will be necessary to deduct half the diameters of each 
from the total measurement over all. Consequently, half 
of the diameter of the center staff equals 0.010 and half 
the diameter of the minute pinion stud equals 0.008, 
which amounts to 0.018. As the total measurement over 
all is 0.268, then: 0.268 — 0.018 equals 0.250. There- 
fore, 0.250 is assumed to be the exact distance of centers 
between the center staff and the minute pinion stud. As 
this distance must be properly proportioned between the 
two members, we shall require some further calculations 
to arrive at the exact proportions. 


Hew may we determine 
the exact pitch diameter of the hour wheel? 


Answer.—We have demonstrated by careful measure- 
ment that the distance of centers between the two mem- 
bers is 0.250. We have also figured out that the hour 
wheel should contain 40 teeth and have assumed the 
minute pinion to be 10 leaves. In all gear calculations 
a very important rule is this: The pitch diameters of the 
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various members and the respective numbers of teeth 
should be in exact proportion. This rule has been men- 
tioned previously in this article, but it is especially ap- 
plicable in this case and must be borne in mind in all 
gear calculations. In our particular problem, the minute 
pinion of 10 leaves must revolve four times for one re- 
volution of the hour wheel of 40 teeth. It follows, then, 
that the hour wheel, at the pitch circle, must be four 
times the diameter of the minute pinion at the pitch circle. 
Consequently, if we divide the distance of centers, which 
is 0.250, into five equal parts, we may allot one part or 
0.050 as half the pitch diameter of the minute pinion 
and four parts or 0.200 as half the pitch diameter of the 
hour wheel. We say half the pitch diameter of each, 
because the measurements of the two members merely 
gave us the radii of each. ‘To obtain the pitch diameter 
we may simply multiply the respective measurements by 
two, which gives us 0.100 as the pitch diameter of the 
minute pinion and 0.400 as the pitch diameter of the hour 
wheel. 


How may we determine 
the exact cutside diameter of the hour wheel ? 


Answer.— To determine the exact outside diameter, we 

will require the diametral pitch. ‘To find the diametral 

N 

pitch we may use the following formula: P equals —, 

D 

which reads, diametral pitch equals number of teeth (in 

this case, the number of leaves in the minute pinion) 
divided by the pitch diameter. 

Then if we insert the known values our formula will 


0.100 





read as follows: P equals Our problem works 
10 
as follows: 


0.100) 10.000 (100 
10 0 





000 


The quotient, 100, is the diametral pitch of the minute 
pinion and also the diametral pitch of the hour wheel 
which meshes into it. 

Now, in order to determine the outside diameter of 
the members, we must allow a certain measurement, 
termed the addendum, which, as previously stated, is the 
length from the pitch circle to the outside circle. 

There seems to be a diversity of opinion among cele- 
brated horologists regarding the amount and also the 
division of the addendum as divided between the driver 
and the driven. In making our calculations for the 
hour wheel and minute pinion, we have adopted Frod- 
sham’s rule, which gives two and one-half (2.50) diam- 
etral pitches to the driver and one and one-quarter 
(1.25) diametral pitches to the driven. Arnold recom: 
mends two and one-quarter (2.25) diametral pitches for 
the driver and one and one-half (1.50) diametral pitches 
for the driven. Any watch manufacturer may adopt 
either of the above given rules, they may adopt a com- 
bination of the above or they may have their own pet 
theories regarding the amount and division of the adden- 
dum. We may not be able to ascertain by examination 
the exact amount or the division of the addendum used 
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in any particular watch, but for a repair job the al- 
lowances which we have adopted will answer the pur- 
pose quite well. 

We have shown that the diametral pitch of the two 
members is 100. We have also determined that the pitch 
diameter of the hour wheel is 0.400, and as the hour 
wheel in this case is the driven, we will allow one and 
one-quarter (1.25) diametral pitches for the addendum. 

Then, to find the outside diameter of the hour wheel 

N plus 1% 
we will use the following formula: D equals -—————_; 
P 
which reads, outside diameter equals number of teeth 
plus 114 divided by the diametral pitch. . 
Then, if we insert the known values, our formula will 


40 plus 11%4 41.25 
read: D equals or 


100 100 
The problem works as follows: 


100) 41.25 (0.4125 
40 0 
125 
1 06 
250 
200 
500 
500 








The quotient 0.4125 is the outside diameter of the 
hour wheel. 





Testing of Timepieces 


Jewelers who would be well informed as to the details 
of the tests of timepieces made by the Bureau of Stand- 
ards, will welcome “Circular 392” just issued by the 
Bureau under the head of “Testing of Timepieces” and 
which may be obtained from the Superintendent of Docu- 
ments at Washington, D. C., for 15 cents. 

This pamphlet, which is fully illustrated with halftone 
cuts, diagrams, and graphs, contains in its 24 pages prac- 
tically all the information obtainable on this work. It de- 
scribes in detail the six standard tests for watches and 
chronometers adopted by the Bureau; the suggestions re- 
garding the use and care of the watch; a list of official 
stations which send out radio time signals, information 
regarding standard time, etc., and full directions for the 
submittal of timepieces for tests as well as other general 
information for which jewelers often ask. 

Four tests are provided for pocket watches. These 
tests are known as “Class A,” “Class B,” “Railroad pre- 
cision,” and “Business Precision.” ‘The Class A and the 
Railroad Precision tests are intended for high grade 
watches and include tests in five pos.tions, and at three 
temperatures. The Class A test also includes a test for 
isochronism. "The Class B and the Business Precision 
tests are the corresponding tests for three position 
watches. All of these tests furnish excellent means of 
judging the workmanship and performance of the watch. 

The pamphlet should be in the business library of every 
jeweler and watchmaker. ’ 
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IN PLATE and WIRE 


T.B. 
HAGSTOZ 
and SON 


709 Sansom St. 
PHILADELPHIA, PA. 
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of Honest Trading 
YOUR GUARANTEE 


| 4 GENERATIONS 








Send in your Old Gold, Silver, 
Platinum, Filled Cases and Opti- 
cal Frames. 


By Return Mail you will get our 
check. 


Full value guaranteed whether 
your lot is small or large. 


If not entirely satisfied with our 
offer your shipment will be re- 
turned. 


A Trial Will Convince You 


N. L. SHTEINSHLEIFER 


Refiner of Precious Metals 


78 Bowery, New York, N. Y. 


























Fu/] VALUE 


with 


Pro m pi 
PAYMENT 


Gather up your old jewelry, 
sweepings, polishings, etc., 
today, and send them in. Our 
check will be sent promptly 
and it will fully cover ALL 
the precious metal contained 
in your scrap. 


Send your scrap to 


MINNEAPOLIS, MINNESOTA 


wy PERMANENT 
Q q FINE WHITE 
© 


S ry — METAL 
ey FINISH FOR 
< JEWELRY 


We are now prepared to give highest grade service in 
plating any article of jewelry with RHODIUM, a pre- 
cious metal of the platinum group—a lasting, beautiful, 
white color on yellow gold, white gold or silver. Send 
us a ring—bracelet—brooch, watch case, necklace for 
sample of this beautiful finish. 


MAKE YOUR OLD STOCK NEW 


We repair and refinish all kinds of BAGS—SILVER- 
WARE of all kinds—Plating in Gold—Silver—Platinum 
—Rhodium. A quarter century of successful experience 
aided by the latest complete mechanical equipment as- 
sures low cost, dependable service and your entire satis- 
faction with each job. 


SWARTZ & CO. 


The Silversmiths Bldg. 
10 S. WABASH AVE., CHICAGO 








CO SMELTING & 
REFINING CO. 
































WORIKSIEOIP? WCITIES ¢- QUWIFIRITIES 


—_— initials and emblems. 

Please explain the method of gold encrusting into em- 
blems or initials on stones or menel rings. (Question No. 
4817.) T. & K. 

Answer.—Gold encrusting on stones is done by en- 
graving the design in the stone with diamond charged 
tools. These tools are similar in shape to the burrs which 
dentists use, except that they are smooth soft steel, 
whereas, the dental burrs have cutting teeth and are then 
hardened. ‘The design is outlined properly and cut to 
the full depth, then it is slightly undercut. Annealed gold 
foil is then forced into the cuts with suitable punches 
until we have a gold filling that extends slightly above 
the surface of the stone. The gold is then smoothed off 
level with the surface of the stone, and engraved if 
desired. 

Encrusting on monel or white gold is done in a similar 
manner, as regards the cutting of the design, except that 
regular gravers may be used for this type of work and 
the design need not be undercut. A design may then 
be sawed out to fit in the design which we have engraved 
in the ring and is then soldered in place. However, there 
is no objection to doing this job in the same manner as 
we do the stones. 


W ite gold for sizing rings. 

Kindly advise me how to anneal white gold for sizing 

purposes. We use white gold mountings for sizing but 

we find the gold too hard. F. R. K. (Question No. 
4818.) 


Answer.—Annealing of white gold is not radically 
different from the method of annealing any other golds. 
Heat the white gold to a cherry red, allow it to cool 
until the red has faded then quench in water. If you 
expect to anneal white gold as soft as yellow or green 
gold, just forget it, as it cannot be done. While some 
white golds are actually softer than others, at the same 
time you will find that the nickel-zinc-gold type of white 
golds are all very hard to work. Palladium-gold type 
white gold is very soft and is fine to work with, but the 
majority of white gold mountings are made of the former 
white gold. Your best plan will be to stop using old 
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white gold mountings for sizing. Obtain square wire 
white gold from Baker & Co. for sizing purposes. You 
will find it much more satisfactory than odds and ends. 


Etching on name plates. 

Can you give us the formula or information as to 
etching on name plates, placques, cards, etc. We want 
to do this kind of work on silver, gold, brass, bronze, 


etc. N. O. (Question No. 4819.) 


Answer.—Etching of various metals is rather a large 
subject and cannot be fully described in a short article. 
The electrolytic method is about the most satisfactory 
that can be used. Briefly, the process is to paint the ar- 
ticle with a resist, leaving exposed only the part of the 
design or lettering that you wish to remove. The resist 
is common asphaltum varnish which can be obtained at 
any paint store. If it is too thick to be applied with a 
brush, thin it with benzol. 

The electrolyte consists of water 32 parts, sulphuric 
acid 4 parts, nitric acid 1 part. Pour the sulphuric acid 
into the water with constant stirring and allow to cool 
before you add the nitric acid. This electrolyte can be 
used in a stone jar. 

Assuming that you have your work and solution pre- 
pared and suitable current at hand; make the work that 
you wish to etch the anode, and use a piece of brass of 
similar size for the cathode. The connections are made 
in the same manner as for plating. 

To begin the etching, connect the brass as the anode 
and start the current. The exposed surface of the brass 
should be clean, as the solution does not work evenly 
if a film of grease is present. It is a good plan to pour 
some dilute nitric acid over the face of the brass and 
allow it to act a few seconds. One part acid to 2 parts 
water is about right for this purpose. 

A voltmeter and rheostat are necessary for good re- 
sults. Not over one volt should be used, and at this 
voltage and with the above electrolyte the current density 
will be about 1 ampere per square inch of anode sur- 
face. If a slight film forms on the work, remove it and 
rinse under the faucet. Do not allow your electrolyte 
to heat up much; means must be used to keep it cool. 
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YOUR BEST BET IS ABILITY 


Acquire It By Learning 


WATCHWORK 
JEWELRY 
and ENGRAVING 


at 


BRADLEY POLYTECHNIC INSTITUTE, 
SCHOOL OF HOROLOGY, 
Dept. “C,” 

PEORIA, ILL. 
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Check your chuck requirements and make 
necessary replacements NOW 
New Prices on 
Derbyshire Webster-Whitcomb Wire 


Chucks 
*“*Made in U. S. A.”’ 


Ask your Dealer or Write direct 


F. W. DERBYSHIRE, INC. 
Waltham, Mass. 











BUY 
AMERICAN MADE 
WATCH OIL 


Nye prepares a special oil for wrist 
watches 


Order from Your Jobber 


WILLIAM F. NYE, INC. 
New Bedford Mass. 





SHIP YOUR SCRAP 


to 


HOOVER, Beeause.. 


Gold refining, as a process, is substan- 
tially the same everywhere. It’s the 
integrity of the company, the skillfulness 
of the operators and the efficient equip- 
ment that determine the size of your 
check . . . and Hoover & Strong has these 
qualifications. Above all, “It’s the 
Amount of the Check that Counts.” 














Whatever scrap you have containing 
precious metals: filings, grindings, pol- 

ishings, sink settlings, sweepings, old 4 
watch cases; it will pay you well 
to send it to Hoover for refin- 
ing. We furnish free ship- 

ping containers. 





119 West Tupper St., BUFFALO, N. Y: 


GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912 


IN THE 
GRAND CENTRAL 
SECTION 


= to everything in New York... railroad ter- 
minals, Times Square, Fifth Avenue shops, etc. As 


homelike as though you had planned it yourself. 
Radio in every room. 


$.3-00 BOO 


PER DAY 
AND UP 


Single rooms $3 to $5 per day 
Double rooms $4 to $6 per day |, 




















MONTCLAIR 


49th to 50th Sts.,on Lexington Ave. 


NEW YORK CITY 




















S. Gregory Taylor, President 
Oscar W. Richards, Manager 
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in your community 


and fathers, too!... will read this appeal- planned and prepared for you. Make it do 





ing, attention-getting advertisement in a full-time job by tying up with it. Direct 
the world’s most powerful magazine— those mothers and fathers to your store, 
2 full pages in color, in THE SaTurDAy where—having read—they will come to 
EveninG Post. It’s your advertisement— see and to buy! 


INTERNATIONAL SILVER COMPANY -° General Offices: Meriden, Conn. 
District Offices: Cu1caco, Merchandise Mart. At.anTA, 801 Hurt Bldg. New York, 9-11 Maiden Lane. 
Sr. Louis, Ambassador Bldg. San Francisco, 150 Post St. 





THE SATURDAY EVENING POST 


an bye owen ee “TOM L ROGERS. pHos 
Sh tv SOR Oe AVA SE 


from now, can’t you? A man among men. And 


among women. pe ; : 
NEW LOW PRICES ON THE FINEST SILVERPLATE 


’ You live for his future. Plan for his success. 
You know that what he learns now & will never 
forget. That’s why you are so careful of the 








things he sees and hears and does. | 
How often during the day, and particularly at 
mealtime, must you say “Do” or “Don’t” or 109 * } ‘ 
(example i is much better teaching: than preach- 
ing!) “Let Mother show you.” His little hands 
must learn now to use the salad fork and butter - “BOMBER SILUREIDO 1 hwkboe 
spreader, the cream soup spoon and ice cream This 1847 Rogers Bros, Silver Chart telle 
fork. And you, wise Mother, will have the right youat a ghince which pieces, how many and 
: how much you should spend. Ask your 
silverware before him, always, The simple, beau- silverware merchant to shéw it to you. 
tiful silverware of today that invites using. 
Naturally, your first thought in silverware is “Her Majesty”— newest of all lovely patterns 
. * . . . - wrought in 1847 Rogers Bros. Silverplate—with 
International. For the International Silver all the grace and femininity of today's romantic 
n . ‘. : © TS A ee 2 mode. Obtainable, of course, in the smart new 
Company, world’s largest silversmiths, have Viande knife and fork. Emily Post, author of 
created the silverware of chaste simplicity that “Etiquette,” writes—"It is so beautifully balanced 
7 i and so easy to cut with that I feel a strang te ws 5 
is fast replacing the frilly, ornate patterns of tation to order a steak for every meal!” Vianc 
- 4 " knives are $13.00 the half dozen; Viande forks, 
yesterday. And you can now get International’s $6.50; tea spoons, $3.25. 
newest contribution, the Viande* pieces, in any 
of the lovely patterns of 1847 Rogers Bros. To carry out the “ensemble” of your table—when 
Silverplate buying “Her Majesty” flat silver, you will want 
~ F . . the tea and dinner ware. too. This tea service 
7 ° A es will add dignity to your hour of romance—tea 
W hether you are planning to modernize your time, Just one of the many graceful patterns of 


table service at once, or piece by piece, visit wyher te Bros. Silverplate. Three-piece tea 
your silverware merchant—ask him to show you 
the many distinguished patterns in 1847 Rogers 
Bros. Silverplate, all of which are at new low 
prices. And to answer your question. “How 
much silver do I need?” he will show you the 
chart that tells you at a glance which pieces you 
should have, how many of each, ae much you 


should spend. - 


_ And when you remember that people see you 
reflected in your silver you will decide that, for 





your family’s sake, a complete table service of Inter- 


ee national Silver is the best investment you can make, The mark of the Inter- 
J —__—__oemnee ie '. especially now, because of the new low prices. Interna- national Silver Company 
a RF STE TT TE IL TS ty . o . ° 
-tional Silver Company, General Offices, y Meriden, Come —a guarantee of quality. 
‘ “Trade-Mark— U.S. Parone wr Apptid for; 


Canadian Regs. mean ied Feb. & 
YOU WILL. WANT THIS INFORMATIVE BOOKLET-~. 

"People See You Reflected in Y our Silver,” written bya nationally- known hostess, 
who discusses in an interesting way such subjects as, "Silver and Success,” 
“Teaching Children Poise,” “Guests—and what of thei,” “A Rule of Recre- 
ation,” ‘When in Doubt, Use a Fork.” This booklet, just off the press, is 

yours for the asking. Just mail the coupon. 
FOR YOUR BOOK—MAIL THIS: 


International Silver Company 

Dept. INS-5, Meriden, Conn. 

Gentlemen :—I'd like to have a copy of that helpful me new 
booklet, “Veople See You Reflected in Your Silver.” 





Orange spoon ont individual opener fork in "Her Majesty” pattern. 


Inexpensive pieces of 1847 Rogers Bros. Silverplate that will bring Newbee 2 oe Gs es ES ee nn 

a gracious formality into your entertaining. Oyster forks are but 

$4.00 the ‘half dozen; the, orange eposinn, S610 fe, atx. AARON. . -  . inne se rece nncwsee cncnwneesocsacceseseseesenncesesenas 
NAL Ss | ae R CO 
WM. ROGERS & cade HOLMES & “EDWARDS INLAID® : Se et 


- SILVERPLATE : " : bs id “Something more than plate” — 
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WHY NOT A 
MERGER WITH 
THE PUBLIC? 


In all good mergers the Pub- 





lic is supposed to benefit. 
On this basis, the interests of 
the public should be merged 
with those of the jewelers. 


Jewelry gives its owner greater personal satisfaction than any 
other possession. Its life is ever-lasting. Its value sounder than 


any other commodity. 


Today, prices are so low, profits are only to be found in more 
sales. In order to keep the sales up and the prices down, it is 


essential that the public and the jewelers get together. 


Now is the time to act. It is up to the jewelers to make the 


first move. The public is waiting. 


KATZ & OGUSH, Inc. 


NEW YORK CITy CHICAGO, ILL. 
33 WEST 60TH STREET 22 E. WASHINGTON ST. 


“ENJOYING THE CONFIDENCE OF THE INDUSTRY” 









































September, 1931 THE JEWELERS’ CIRCULAR 





6 THE JEWELERS’ CIRCULAR September, 1981 





Centuries of Effort 


Gives Supreme Recognition 


to 


Swiss Watch Movements 


The heritage of a watchful country is emphasized in 
CONCORD WATCH MOVEMENTS which have been de- 
veloped to a point of perfection and accuracy that meet 
the exacting demand of every jeweler for efficient and 
reliable timepieces. 


Conceived in art, the 
cases are of enduring 
beauty. A CONCORD 
timepiece becomes a 
treasured possession and 
a constant reminder of 
the source of purchase. 





Twin dial, eight day and 
Traveling Clocks in a 
large variety and range 
of prices. 





707 


Split-second timers, 
jumping hour and minute 
repeating Sport watches, 
Pocket and Strap 
Watches. 





708 
Ladies’ wrist-watches in many varieties— 
Men’s watches for all occasions. 


Split-second timers, jumping hour, minute 
repeating and other pocket and strap watches. 
We can fill almost every timepiece require- 


Seene ment of a first-class jeweler from stock. 
Swiss 
Re Write 


Railroads 


Concord Watch. Co. 


10 W. 47th St.--- New York 
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YOU WILL FIND IT IN THE 
BAKER LINE 


HE BAKER LINE of ring blanks, settings and find- 
T ings has been made so complete that it is safe 
to say anything you may need in precious metal is 
obtainable from us. Our product is perfectly stand- 
ardized and every piece is true—uniform—and 
clean-cut. The locations of our branch offices in 
New York, Chicago and San Francisco will be found 
very convenient in ordering, for no matter where 
you may be, a Baker office is not too far away to 
make fast deliveries. These branches carry large 
stocks of all the items you are most likely to need. 
Please do not conclude we cannot supply you with 
any certain thing, just because you have not previ- 
ously bought it of us. In all probability we have it 
or can make it. The next column will give you 
some idea of the extent of our line. 


OUR 
LATEST 
SETTING 






3 CARAT 23 


ALPHABETS 

BALL JOINTS AND SAFETY CATCHES 
CHANNELEDWEDDING RING BILANKS 
EMBLEMS AND EMBLEM MATERIAL 
EAR SCREW WIRES AND PARTS 
FANCY SETTINGS 

FLOWERS, LEAVES AND SCROLLS 
GOLD SHEET AND WIRE 

MODERN SQUARE SETTINGS 
PLATINUM SHEET AND WIRE 
PALLADIUM SHEET AND WIRE 
PLATINUM AND GOLD SOLDERS 
RING ORNAMENTS 

RING SHANKS 

ROUND AND OVAL BEADS 

RING TOPS—ALL SHAPES 

STONE BEZELS AND BOXES 
SWIVELS FOR PENDANTS 

SEAMLESS TUBING (Hollow Wire) 
SCARF PIN STEMS AND PIN TONGUES 
350 VARIETIES OF GALLERIES 


WEDDING RING BLANKS 
(Plain, Azured and Fancy Shapes) 


These cup-shaped settings, with ornaments on 

two opposite sides, 

palladium, and all colors and karats of gold. 

They may be had without ornaments and with 
or without openings if desired. 


are made of platinum, 


& o 


i 3 crt 4 





ORO ORR OROR ) & 


3618 3620 3621 3622 3623 


3625 3627 3628 


BAKER & CO., INC. 


54 Austin Street, Newark, N. J. 


760 Market Street 
San Francisco 


30 Church St. 
New York 


55 E. Washington Street 
Chicago 
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Are you ready for 
the revival of busi 
‘ness now so gen- 4 
erally prophesied? = 
Star cases are of = 
latest design an 
priced to catch the 
value consciou: 
attention of the dis 
criminating buyer 
Write us or you 
jobber. 


STAR 
WATCH CASE CO. 


LUDINGTON, MICHIGAN 


NEW YORK OFFICE - 20 WEST 47TH ST. 
CHICAGO OFFICE - 35 £. WACKER DRIVE 
SAN FRANCISCO OFFICE - 704 MARKET ST. 
CINCINNATI OFFICE - 31 EAST FOURTH ST. 


mene Soares TIA LASTE, Nj. ° A 
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CLERMOND 


LOUIS XV _ flower basket motif 
hints at the return to the femi- 
nine elegance of the old French 







Made Exclusively. by 


VICTOR A. PICARD & CO 





Incorporated 
Courts. Silver and enamel in the loveliest a 
of soft pastel shades, rose, blue, orchid 7 West Forty-Fifth St 
green, yellow is the inspiraticnal back- New York 


ground 
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Fast Moving 
Merchandise 


\ - be burdened with mer- 


chandise that moves slowly? The 





Bristol line of Wedding Rings is 
a fast moving line. .. real easy to 
sell... and at a good profit. They 
are individually designed to please 
the most critical customer, and 
they fulfill all requirements as to 
beauty, style, quality and price. 
Order a supply of these Wedding 
Rings and get on the profit side of 
the ledger. 











REPRESENTATIVES 


NEW YORK CITY, A. H. Disbrow, 9-11 Maiden 
Lane 
TRAVELING, S. C. Steinmann, Eastern States 
MIDWEST, E. M. Bond, 29 East Madison Street, 
Chicago 
PACIFIC COAST, Alfred H. Bullion Co., Inc., 717 
Market St., San Francisco 








—_ 
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Our Advertising Helps 






Increase your business. Join the many 
who are availing themselves of our 
Free Advertising Helps. Newspaper 
mats, electros and other Helps will 
be sent you upon request. Just ask 


Sold Through Wholesalers for them... and they are yours. 


BRISTOL SEAMLESS RING CO. 


MAIN OFFICE AND FACTORY 
123 LIBERTY ST., NEW YORK, N. Y. 
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LD FASHIONED PEWTER FOR 
NEW FASHIONED TABLES 


Softly reflecting the warm light from the fireplace 
and the soft glow from the candles . . . Benedict 
Revere Pewter reflects too, the spirit of gracious 
hospitality. No wonder the young moderns are 
going in so wholeheartedly for this really lovely 
ware. 


And what a value Benedict Revere Pewter offers 
both you and your customers—made of the highest 
quality metal obtainable, heavy gauge — fine 
finish, true to the traditions of this historic ware. 


All good reasons for the really vast popularity 
which Benedict Revere Pewter enjoys. If you can 
stand that extra business which spells extra profits, 
show Benedict Revere Pewter. Write for catalog K 


BENEDICT MANUFACTURING COMPANY 


BENEDICT 


EA GG - 
PEWTER 
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PATTERN RICHELIEU 
RICH AS A FAMILY HEIRLOOM 


Something old — something new — meet in this 
last lovely design of Benedict Plate. It’s named 
Richelieu, because it expresses the refinement 
and charm of early 18th century French taste. 
Yet with its ancient inspiration it combines the 
present day trend toward refinement of line— 
lines conservatively graceful, exquisitely propor- 
tioned, and simply decorative 


BENEDICT MANUFACTURING CO. 
Dept. K 
EAST SYRACUSE, N. Y. 


RAs RS Rh ae Savini kaa Ratatat iad 


iM WAU nA | TA 


Hiesnr tay itiety NRAREALIN TI iil i i AT HULL tH} i tN} Hilti} 





A counter or window display of the group pictured 
above is bound to attract attention and sales. It 
offers a charming and not too expensive solution 
of the wedding gift problem. Send for our big 
new catalog, illustrating, pricing and describing 
the entire Benedict line and including this rarely 
lovely Richelieu pattern. 
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Crystal and Diamond Pendants 
Will Make Sales For You Now 


We furnish them complete, or as 
mountings for your own diamonds. 


=~ 
<*= 





ETT eed TTT 


4 TT Po 


TONNE SoS SoS NE eS SS Se Sa 


J 
a 


Most Jewelers’ stocks are very low 


now, and an assortment of Crystal and - 
; Onyx Pendants will add many unex- ; 
: pected sales. = 
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ORSTNER Assortments cut out the guess work in 

chain buying. They eliminate your blind stabbing 
at a wholesaler’s line in the hope of choosing chains 
which might sell. 


Not only do they assure you of 4nown fast-movers, but of 
a put-up which both shows the chains to advantage and 
comprises, in itself, a perfect counter or window display. 


Try Assortments. Behind them lies definite knowledge 
of the chains you can best sell, gained from our experi- 
ence distributing thousands of chains yearly. 


Assortments are available in our five different qualities. 
Of course Forstner Chains may also be had loose or in- 
dividually carded. Sold through Wholesalers only. 


ORSTNER chain 


ASSORTMENTS } 


FORSTNER CHAIN CORP., IRVINGTON, N. J. 
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ON SON'TUXEDO LYTACASE 








TUXEDO 
Chromium Plate with Monogram Shield 
No. — Finish List 
14052 Butler - - - - $17.40 


Retail 
$12.50 





TUXEDO 
Chromium Plate with Two-Tone Enamels 
Finish List 
Black and Red .. « «= « $17.40 
Two-Tone Green= + + « 17.40 


Retail 
$12.50 
12.50 





iT’s 
Lit! 


RELEASE 
— AND 
IT’S 
out! 





‘Ohe Year's Outstanding Gift 


Idea! 


Combining a Ronson 


De-Light and a Handsome, 
Thin-Model Cigarette Case. 


INDIVIDUALLY PACKED IN RICH, 
LEATHER-COVERED, | PLUSH-LINED 
GIFT CASES. 























TUXETTE (Ladies’ Size) 
Chromium Plate with Two-Tone Enamels 
No. Finish List Retail 
14210. Two-Tone Blue - $17.40 $12.50 
14210 Black and Ivory ~ 17.40 12.50 


No. 
14050 Engine Turned - - - 


No. 
14061 
14061 





Finish 


-PATENTED. OTHER PATS. PDG. TRADE MARKS REGISTERED 
A FLIP 
— AND 


TUXEDO 


Chromium Plate with Monogram Shield 


List 
- $17.40 


Retail 
$12.50 


Chromium Plate with Two-Tone Enamels 


Finish 


Black and Green « « + $17.40 
Black and Ivory « «+ « 


List Retail 
$12.50 © 


17.40 12.50 





W U ; ‘ bJ nc., 


flain Ujfices and Fa 





“WORLD'S” 


a 
A” #ti?P. 





—AND ITS LIT! 


Ladies’ Size Cigarette Case and Lighter Set in 
Chromium Plate with Rich Two-Tone Enamels 
No. Finish List Retail 
14063. Two-Tone Blue - - - - $15.65 «$12.50 








Cigarette Case & Lighter Sets, Chrom., Eng. Turned 


No. Finish List Retail 
13042 With Standard Lighter - $16.90 $13.50 
13043 With Princess Lighter - 16.90 13.50 





Cigarette Case & Lighter Sets, Chrom. & Enamel 


No. Finish List Retail 
13038 With Standard, Blue Enam. $18.75 $15.00 
13039 With Princess, Blk. Enam. - 18.75 15.00 





No. List Retail 
14200 with ‘ticodeed: Blk. & Ivory oe 75 meee 
14201 With Princess, Blk. & Green 18.75 15.00 


PATENTED. OTHER PATS: 








MODERNISTIC, Enamelled 
No. List Retail 
1101 Standard, Blk. - $8.15 $6.50 
OLI0! Princess, Blue - 8.15 6.50 






tre: 








CAMPUS, Enamelled 
No. List Retail 
1203 Red & Blk. - - $8.15 $6.50 
0120! Orange & Bik. - 8.15 6.50 








\ ——> LI J 
TWIN BAR, Enamelled 
No. List Retail 


01102 Princess, Black - $8.15 $6.50 
tae Standard, Brown 8.15 6.50 











: r » 
setae 
PRINCESS, Herd Enamelled 
No, List Retail 
01405 Orange & Blk. $10.60 $8.50 
01405 Black &lvory - 10.65 8.50 


"GREATEST 








LIGHTER 


BE MARKS Give V ¢ 





RELEASE - AND IT. 





Ladies’ Size Cigarette Case and Lighter Set in 

Chromium Plate with Rich Two-Tone Enamels 
No. Finish List Retail 
14064 Black and Ivory - - - - $15.65 $12.50 





Cigarette Case & Lighter Sets, Chrom. & Enamel 
No. Finish List Retail 
13040 With Standard, Blk. Enam. - $18.75 $15.00 
13041 With Princess, Brown Enam. 18.75 15.00 





Cigarethe Case & Lighter Sets; Chrom. & Enamel 
No. Finish List Retail 
14202 With Standard, Red & Blk. $18.75 $15.00 
14203 With Princess, Blk. &lvory 18.75 15.00 


cigarette omy § Lighter ets, Chrom. & Enamel 


No. Finish List Retail 
14204 With Standard, Blk. & Grn. $18.75 $15.00 
14205 With Princess, Two-Tone Blue 18.75 15.00 





ry 


OARLDS GREATEST 








\ FLIP — AND ITS LIT: BE MARKS REGISTERED 








La Possnaneca 
JUNIOR, Leather Covered 
°. List Retail 
64 Blue Leather - $6.25 $5.00 
OT RITE ane i 151 Chromium E.T. 8.15 6.50 


STANDARD, Leather Covered ‘ PRINCESS, Leather Covered PRINCESS, Enamelled 
No. List Retail No. List Retail No. List Retail 
1 Black Leather - - $6.25 $5.00 02 Red Leather - $6.25 $5.00 01150 Black & Red $7.00 $5.00 
4 Green Leather - - 6.25 5.00 016 Brown Leather 6.25 5.00 01150 Black &lvory 7.00 5.00 























STANDARD, Chromium d PRINCESS, Chromium STANDARD, Chromium JUNIOR SPORT, Chromium 

No. List Retail No. List Retail No. List Retail No. List Retail 

21 Butler - - - - $6.25 $5.00 12351 Eng. Turned $8.15 $6.50 17 Engine Turned - $8.15 $6.50 100 Eng. Turned $10.65 $8.50 
021 Butler - - 6.25 5.00 90 Black Leather - 9.40 7.50 


— 





THE PERFECT PERFUME SPRAY 
nel 


RONSON 
Perfuchist 


PATENTED.OTHER PATS, P'D'G. TRADE MARKS REGISTERED 











Ver 








Ne. ee gaat Ee i . . 4 \ PERFU-MIST, Chromium ; 
} - : List Retai 
403 Blue Leather - $6.25 $5.00 , i = ae feet ae 























— 
PERFU-MIST, Enamelled PERFU-MIST, Chromium PERFU-MIST, Hard Enamelled PERFU-MIST, Pear! 
No. List Retail No. List Retail °. List Retail No, List. Retail 
900 Black & Red - $7.00 $5.00 517 Engine Turned. $8.15 $6.50 615 Black, Red & ' 610 Modernistic $12.50 $10.00 
900 2-Tone Blue - 7.00 5.00 Ivory - + - $9.40 $7.50 , a ee 






























ART METAL WORKS, Inc., Main Offices and Factories, Aronson Square, NEW 


—THE WORLDS GREATEST 
CEN N 


uit!” PATENTED. OTHER PATS? DE MARKS REGISTERED 


? 


LIGHT 
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RONSON "JUMBO" Chromium Plate 








12280 Black 
Leather - 12.50 10.00 





RONSON 
TABLELIGHTER 
AND ASH TRAY 
Tray of Irridescent 
Onyxite with Remov- 
able Chromium Ron. 
son Tablelighter. 
Rose or Emerald 


RONSON SMOKER SET 
Covered Tablelighter. 


No. 12982 
List Retail 
$9.40 $7.50 





RONSON PIK-A-ClG—Combination Cigarette Humidor, Automatic Cigarette 


Pick-Up and Removable Ronson Tablelighter. {Also furnished without lighter.) RONSON SMOKER SET 





= 7 


With Removable Leather 


No. 1416! List Retail 
Set Complete $13.90 $10.00 














[oo No. List Retail Saletan Guinenea 
817 Engine Turned « -~- + $27.80 $20.00 
RONSON TABOURETTE — 80I Black Leather - - - - 20.85 15,00 No. 12773 
No. List Retail Chromium Plated, E. T. 
12417 Chromium, et Retail 
E. T. - $15.65 $12.50 $13.90 $10.00 









Neo (Height 53"—Width 8"—Depth 5") List Retail With Removable Tabourette Lighter and Pottery Bowl on Marbleized Bees 
13184 With Lighter, with Old Gold or Chromium Humidor - - $20.85 $15.00 da sires baa 
13189 Without Lighter, with Old Gold or Chromium Humidor - 13.90 10.00 Te oe eR eas oe Le ste rm 4 





—_ 
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Cfouliy ANEW LINE 3 


OF WATERBURY 


1 
Beautiful clocks—striking new designs, authentic period 
designs, and standby designs with smart new touches 
—a complete line of 23 models—all originated by 
talented designers and executed by craftsmen who have 
grown up in the industry. 

This is the line that’s going to lead because these Elec- 
tric Clocks are what your customers want. They have 
the design . . . they have the famous name... they’re 
marked at prices that mark them as sellers. 

The Waterbury operates on 100-120 volt, 60-cycle 
alternating current. Wherever there is that current, deal- 


ers are going to make money with the Waterbury line. 


5. ‘“‘Puritan’’— No. 124. 
14'4" high. Solid mahogany. 





a Mawr’’— No. 120. 
44" high. ‘‘Marblette’’ in 
various colors. Retail, $7.95. Retail, $18.50. 

2. ‘‘Concord’’— No. 121. 27%" 6. ‘‘Shelton’’—No. 128. 17” wide. 
high. Mahogany with ivory-colored 8 Mahogany veneer body. Exceptional 
inlay. Retatl, $25. value! Retail, $9.95. 

3. “‘Arcadia’’— No. 119. 734" high. 7. “Ambassador’’—No. 117. 19” long. 
Beautiful fine woods combined. Retail,$15. Walnut veneered case. Retail, $18.50. 

4. ‘‘Mayflower’”’ Alarm— No. 115. 8. ‘‘Shell”—No. 126. 7%" diameter. 
634” high. Automatic, all-electric. Bake- A new, refreshing kitchen clock. 
lite. Retail, $9.75. Without alarm, $8.50. Retail, $7.50. 


THE INGERSOLL-WATERBURY CO. 


WATERBURY, CONN. - NEW YORK - CHICAGO - SAN FRANCISCO 
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JADE, CARNELIAN, CORAL, LAPIS, TURQUOISE AND TOPAZ are equally favored for the pajama ensemble. 


Walter 





Fashion has mated precious stone 
jewelry and the pajama vogue... . 


At a recent Penthouse Fashion Show, every reels, the “‘what-to-wear’’ departments of 
pajama ensemble on view featured some of. daily papers and women’s magazines are 
our latest designs in necklaces, bracelets, _ telling women everywhere about this new 
rings and earrings to match. . . Fashion’ trend. . . For interested jewelers, we will 
has unquestionably decreed genuine stone gladly provide, without charge, original 
jewelry as the requisite accessory to the photos of models (as shown here) and 
afternoon or lounge pajama. . . The news- other display material. 





GOLD AND PLATINUM CHAINS—PRECIOUS STONE JEWELRY Oy) 


amp t. 20 WEST 47th STREET, NEW YORK 


TRADE MARK REGISTERED 
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MR. McFADDEN 
EXAMINING 
DIAMONDS 
FOR RINGS 


1) 
— ke SW roga n 





RINGS ‘) /] 
MOUNTINGS J R. McFADDEN is our Factory 


WEDDING RINGS 
BRACELETS 


PENDANTS Manager. He is responsible for maintaining pro- 
ii duction schedules and upholding the high standard 
sige oun of Brogan quality. Here he is carefully examin- 

... the Symbol of ing diamonds for an Arbutus Engagement Ring 


Outstanding Value 
set, making certain that every stone is absolutely 


perfect before it goes to the Setting Department. 
This careful attention explains why jewelry 
“By Brogan’ has enjoyed coast to coast popular- 


ity and confidence for more than twenty years. 


BYARD :- Fs BROGAN 


805 SANSOM STREET ° PHILADELPHIA 
Amsterdam Office ....... DIAMANTBEURS 
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Now—HAMILTON Clinvar 992 


—An anti-magnetic Railroad Watch 


Built for 1931 Transportation Needs 





The new HAMILTON 
ELINVAR 992 (Center) 
railroad watch No. 8in 10K 
filled yellow gold, consumer 
$60.00, list $66.60; in 14K 
filled white gold, consumer 
$65.00, list $72.90. This 
watch also available in Ham- 
ilton case Nos. 2, 5, 6 and 7. 
Identify it by the tag. 


Sole American rights for the use of Elinvar hair- 
springs in precision instruments have been ob- 
tained by the Hamilton Watch Company. This 
acquisition crowns five years of laboratory experi- 
ment from which emerges the new Hamilton 
Elinvar 992 super railroad watch. 


This watch, built to pass all railroad time 
inspection requirements, is automatically 
adjusted to temperature changes, is highly 
resistant to magnetism and eliminates many 
troublesome repairs due to rusty hairsprings. 


An Elinvar hairspring and solid non-magnetic 
balance with an easily removed two-piece friction 





balance staff all make this watch 
ideally contrived to meet modern 
railroad needs, and, give you an op- 
portunity to develop a virgin market. 
This new watch will sell at the same price 
as the old Hamilton 992. It is being widely 
advertised in twenty-two leading railroad 
publications. Scientific, electrical and technical 
journals are heralding its appearance this month 
as the greatest improvement in fine watchmaking 
in America since the Revolution. Act fast and you 
will find this number an excellent stimulus to your 
business this year-end. 


A wider variety of moderately prices 17-jewel 
strap and wrist watches in 14K filled gold cases 
will be another feature of the Hamilton line for 
Fall selling. 


~ ~ ~ 


Illustrations (Above left to right) show the new WEBSTER, 
consumer $55.00, list $67.50; DWIGHT, consumer $55.00, 
list $66.00; WELLESLEY, consumer $55.00, list $66.00; 
LINDEN HALL, consumer $50.00, list $60.00; EDGE- 
WOOD, consumer $52.50, list $63.00; and PLAIN RALEIGH 
(with etched numeral dial), consumer $50.00, list $60.60. 
Your Hamilton Wholesaler can supply you. 


HAMILTON 


The Watch of Railroad Accuracy 


September, 1931 
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Esemco Announces 
Family Addition 


tunning in design—Startling in 

display. Something inexpen- 

sive and fine in gold for the retailer 
to sell at Ten Dollars and under. 


One of today’s best selling items 
will be shown by our representatives 
within the next two weeks. 


We will be able to make delivery 
on this item starting September 15. 


ASK YOUR WHOLESALER 


GOLD (ES-EM-CO) JEWELRY 


M 


SHIMAN MFG. CO., Inc. 


113 ASTOR STREET NEWARK, N. J. 
_ NEW YORK OFFICE: 15 MAIDEN LANE 
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Manufacturers of Fine Iridium Platinum Jewelry 
TELEPHONE—BRYANT 9-3820 


21 WEST 46TH ST. NEW YORK 








XELB 


Middle West Representative 

ISRAEL-LESSING SALES CO. 
E. Madison St., 

CHICAGO, ILL. 





Pacific Coast Representative 
AL. M. WALKER 

709 Metropolitan Building, 
LOS ANGELES, CAL. 
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In aviation Longines timepieces 
lead the world. 


After Gatty circumnavigated 
the world in 207 hours, using 
Longines timepieces exclusively 
for his navigation, Boardman, 
establishing a new Long Dis- 
tance Record, cabled from 
Turkey as follows: 


“Mileage Flight 4984 | vouch 
for Accuracy and Dependability 
of Longines watch for fliers— 
ours worked perfectly during 
record flight.” 


Longin es have been the stand- 
of the world for over sixty 
rs — unchallenged in their 

relic abil ty and beauty of design. 

Write for illustrated booklet. 


SEE OUR BOOTH No. 27 
A. N. R. J. Convention, Detroit 


A.WITTNAUER CO. 


402-404 FIFTH AVENUE, NEW YORK 


CHICAGO 


+ 


~ 


- 


MONTREAL 


deg GENEVA 
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THE Finest HApiey LINE IN TWENTY YEARS. 
‘Watch Attachments Exclusively Since 1911 















Finest English ~~ + <li ss, jill Siti * 

QO” ez, UD Chevalier 

Bord d GUBT Lo 

vss Rope 5Jechion 4 pre | 

<en® se) p— Hi AN 

A call en Ja Filed 
Hee "mao, Qne ten AKG 

. Metal oe TRADE MARK 7. 

ty Al \ F pe sory Silver SZ FEM Wi ke os 
Oo RQ 
s SESAME Ss 





Be 
VY (¥. He tat \MANT] 
fs P. : ; ve Ka at Gold illed q CA! 

re€cious M ODAMAN T I Mish 


TRADs 





Rap. 
Lia, ap 
° L VWeri te for Catalogue- 


HADLEY WAtTcH ATTACHMENTS 


SOLD THROUGH SELECTED WHOLESALE DISTRIBUTORS. 


THE HADLEY COMPANY INC., 
Providence — Rhode Island. 





CREATION 


A. UDETTE ‘COLBERT—Famous Moving Picture Actress and Broadway. Star wear- 
a Ring and Pendant created by "Sternset,” originators of the sneer matched 
set idea in solid Gold 


May be purchased separately or together 





a 


cea 





Space 
— ai, Y 
c3 \ 
ve 
2 





Bieta 
All chains 16 in 


THREE QUARTERS ACTUAL SIZE 


Sebel 


41 


Ps ‘.& @) 











Four Fine Quality Genuine Aquamart 
in Bach ce—14k.- be 
side laat ha 8 431... .$38.50 Pe nt, & 
§ 434—Ring and Pen 





te 


FF ed, 


S 411—$29.50 
SYNTHETIC EMERALDA 
Solid White Gold 
18k. Green and Red 
Gold Ornaments 

Pendant, 
Ring, S 442.. 


eeeere 





S 412—$43.75 
SYNTHETIC ZIRCONS 
14k. White Gold 
Pendant, 8S 443,....$23.25 
Ring, 8S 444. ...00+..$20.50 


Alexandrite 


piece of jewelry. 
beautiful com- 
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Oxi) TH an unbroken record of activity in gold, silver 


and platinum metals—now in the third genera- 
tion of its founders. 


Have for years played a leading part in the fabrica- 
tion of precious metals for the Jewelry and Silverware 
industries of the United States and Canada. 


MAJOR PRODUCTS 


STERLING SILVER, in all forms. Accepted KARAT GOLDS, in al! colors and shades, hav- 
as the standard of quality by the entire ing temper and working characteristics 
industry. Fineness, uniformity and work- safeguarded by rigid manufacturing and 
ability maintained through years of patient laboratory control. Prices compare favor- 
devotion to an ideal. ably with the cost of producing in the 


manufacturer’s own plant. 
“SPECIAL REFINED” GRANULATED SIL- 


hong High fineness—small grains—ideal — so ERS Gold and Silver. Standardized 
or alloying. compositions, uniform in color match, 


999 “PLUS” FINE SILVER ANODES. The melting points andworking characteristics. 

“plus” is important; it 
signifies the entire ab- REFINING SERVICE— 
sence of any impurity Our equipment, 
that could cause methods and _ experi- 
trouble in plating. HANDY & HARMAN ence in handling preci- 
ous metals are your 


PLATINUM METALS guarantee of MAXI- 
carefully processed. MUM RETURNS. 


Dependable fineness 








v v 


Experienced technical control 
of all operations. 


Principal Service Plants: 
rc” == HANDY & HARMAN itis. 
Bridgeport, Providence, R. I. 
Conn. Fulton & Gold Sts., 
Executive Offices: 57 William St., New York New York City 
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GENUINE ANTIQUE 


EWELRY 





Antique Silver 
Jewelry 


The kind that your customers’ grand- 
mothers woree MODERATELY 
PRICED, TOO. Wherever shown, 
antique silver jewelry attracts the at- 
tention of the shopper because it is 
not only different—unusual—and dis- 
tinctive but also it carries with it a 
sentimental attachment for a former 
period. The lure of antiques—Our 
antique silver jewelry mostly from the 
Victorian Period is the kind that sells 
—the assortment consists of necklaces, 
lockets, chains, bangle and flexible 
bracelets, and costume pieces. Priced 
from $5.00 up. 


at Wholesale 


Original Heirloom 
Pieces in Solid Gold 
of Mid -Victorian 
Period 
1850-1860 


An unusually complete selection of 
masterpieces of a famous period. 
Jeweled with genuine precious and 
semi-precious stones. 


Also original specimen of the earlier 
periods such as George III, Louis 
XVI, and 18th Century jewelry of 
Spain, Russia, India, Italy and other 
countries. 











We carry a full line of smart modern creations in 14k gold, set with genuine 
stones such as Onyx, Turquoise, Lapis Lazuli, Chinese Jade, Carnelian, Coral, etc. 
Bracelets, Necklaces, Earrings, Brooches, Rings, Pendants, Chains. 








LEO ELWYN @ CO., INC. 


23 West 55th Street 


NEW YORK 








September, 1931 
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Diamonds 
unsurpassed 
in quality 
adorn 
these rings 


Blue white in color and utterly free from imperfec- 
tions, man has enhanced the natural luster and 
scintillating brightness of these stones through skil- 
ful cutting. Modern attractive mountings of 
platinum and white gold form the perfect settings 


for these perfect diamonds. 


A solid gold tag is attached to each ring in the 
Blue River Diamond line. It cannot be replaced 
once it has been removed. On one side of the tag 
is the retail price of the particular Blue River Dia- 
mond Ring to which it is attached; on the other is 
stamped the weight of the stone and style of the 
setting. This method of protection assures your 
customers of the standardized value of Blue River 


Diamond Rings—their real worth, honestly stated. 


With your initial order for Blue River Diamond 


Rings comes an unusually rich and attractive win- 





dow display. It is furnished at no extra Pe 

, ‘ Kia: 
charge. Of champagne velvet, real silk SS 
moire, and blue crushed calf—it is novel, S844 


es ig Phy ba AE, tae taenes ae Wer as 
‘ye 19% bY Ae SP te +S me es tT ; teas git whe, / 








and at the same time in keeping with the high qual- 
ity of these rings. 


Blue River Diamond Rings are sold exclusively 
by our travelers. No jobbers handle them. Re- 
tail prices are $50, $75, $100, $125, $150, $175, 
$200 and up. A franchise in your city is valuable! 
Please let us furnish you with further details on 
Blue River Diamond Rings. Use the coupon below. 


Fifth Avenue Platinum Shops, Inc. 
15 West 47th Street, 
New York City 


Please have your representative call with sample line of Blue River 
Diamond Rings. 





Reg. U. S. Pat. Off. 


BLUE.R RIVER B DIAMOND RINGS 
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GOLDEN BRONZE AND PEWTER 
THE SEASON’S SENSATION | 


The newest item for jewelers—highest quality at lowest possible prices. 
This combination of Golden Bronze and Pewter was seen for the first time 
at the Pennsylvania Hotel Gift Show—August 24th. Pictures alone fail to 
tell the story—Merchandise must be seen to be fully appreciated. Samples 
sent on request. 


No. 213—Cocktail Shaker No. 266—Vase 


Each 
ssi Vv dB in Pewt ith 
Base and Cover in Golden ‘ase and Base in Pewter wi 
Bronze with Body in Pewter. $12.00 e Collar a “gee gr ve $5.50 
Copper and Pewter Combina- oa an ewter 00 
BIO ose nace a atala'd Cad 58 ee oes 11.00 Loop RES ey ae oda al cal Mla ; 
Danish Artcraft Pewter....... 11.00 Danish Artcraft Pewter....... 5.00 | 
No. 114—Bowl 
No. 215—Cocktail Cups Sack | 
Doz Bowl and Base in Golden 
Base in Golden Bronze with Bronze with Collar in Pewter $7.00 
c Body in bg se EWane xacuees $18.00 Copper and Pewter Combina- ai 
o r t Cc ina- I aie acd eae ae ee a : 
tion ene ae veg a, : meyer 16.00 Danish Artcraft Pewter....... 6.00 
Danish Artcraft Pewter....... 16.00 
No. 265—Candlestick 
No. 219—Tray ; Per Pr. 
Each Candleholders and_ Base _ in 
a Golden Bronze with Arms in 
Golden Bronze .............. $ 6.00 > ata ime agit Ss $10.00 
Copper NEE BESS AR PEA RE 5.00 Copper and Pewter.......... 9.00 
Danish Artcraft Pewter...... 5.00 Danish Artcraft Pewter....... 9.00 





Prices are Subject to J. C. Discount 








age Raabe 8 


DANISH ARTCRAFT PEWTER 


Aside from its beauty of design and superlative craftsmanship, our DANISH 
ARTCRAFT PEWTER is becoming more and more the most popular line with 
better jewelers for it is untarnishable and the complete absence of lead and 
other food poisoning elements makes it entirely safe to use as table service. 
Occasional washing in ordinary soap and water is all that is required for polishing. 


DANISH ARTCRAFT PEWTER is always bright and clean to show to your 
customers. 
225 FIFTH AVENUE 


E. TORNOE COMPANY ™ xew vyorx 


Middle West and East Rep.: Southern Rep.: West Coast Rep.: 
S. A. Holmstrup Co., R. M. Forster, Henry C. Hubley, 
347-5th Ave., N. Y. Atlanta, Ga. Transportation Bldg., Los Angeles, Cal. 
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HERE IT Is! 
The New Seth Thomas Story 


T last the rumors have 
turned into genuinenews 
—goodnewsforevery jeweler 
who wants to make a worth- 
while profit selling clocks. 
The new Seth Thomas electric line is 
a style and price leader; strikes (bell 
metal gongs) as low as $18.50; West- 
minster chimes as low as $30; wall 
clocks, hall clocks, table clocks. 


There are feature models decidedly 
new. One called the ‘‘Hour-Glass’’— 
for boudoir or desk—measures the 
minutes with the illusion of pouring 
sand in a tiny hour-glass on the dial. 
Strike and chime models are fitted 
with silent, self-starting motors and 
extremely rugged and simple trains. 


It’s the biggest news for 
the jeweler in a century of 


Seth Thomas leadership 


Jewelers need a line such as this— 
clocks in which they can place con- 
fidence, which will win for jewelers a 
major part of the electric clock busi- 
ness. And clocks that are backed by 
an aggressive sales and advertising 
program planned to send prospects 
into jewelry stores. 


Silent Salesmen 
start sales 


This new concentrated plan 
starts right with the clock 





itself. Tied to each Seth 
Thomas is a “‘silent sales- 
man’ tag that tells your cus- 
tomers the design and crafts- 
manship story of that clock. 
It also relates the honored ancestry 
of each Seth Thomas, gives name, 
price and guarantee. 

Reflecting the same Seth Thomas 
century-old traditions is the silhou- 
ette window display shown above. 
You'll like its simplicity and dignity. 


This silent salesman is tied right to 
each clock. It gives name, price, guar- 
antee—and more. For it tells an inti- 
mate story of the tradition back of 
each clock, and details of design and 
craftsmanship. This pedigree tag will 
place Seth Thomas Clocks apart from 
other timepieces. It will help sell. It 
will help keep customers sold. 








* ored Time. 
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‘OU buy t me-honored 
time phen you buy « 
Seth ymaa, Yet modern 
time . . . electrie time . . . 
tuned by rhythmic impulses to 
ad the central powbr station. 
Nothing to wind, Nothing 
> to adjust. Just plug your Seth 
Thomas into the light socket 
Correct time t the minute 
; aml a timepiece you'll trees 
Ve ure for many 4 year. 


* Some Seth Thomas clocks 


with dreweatver Durted paste Far $0! 








Right. . 


Fiat's @ Chemene Cond Lack Symon! yous see’ at tine top ol than pracetint Chinese CRugpencale Naming, 4 hia 
a Seth Thomas lewt with tarted watmat panels and a Sumrh xdver chal Seif carting everbsonous y 
chert movement — cheeetal bell otal gong to 9 mame cork of rave dintometion tre omly 5M 
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SETH THOMAS 





. on time. For the first of the new Seth Thomas consumer advertisements appears 
























“We've sent many a 
Seth Thomas 
timepicce out to 
romance and adventure” 
Boston + ceorery old precsy mare 

tells « tale of “way back whes, ond 


of Seth Thameas, the fem Ameren 
made beak on ots .ownsets 





OF TEME 


? fy 
ha, priche 
J 
t rates stows the wea.” erates Me. Shecis. “Bera 
ss Toe went tong bebore Seth Thamat working 
have a silvery chime. Others 
mark the hours with a pleasant 
strike. Some of them are quiet 
as the hands glide around. yr Qs Sal Yaoi 6 le 
All come te you in authen- Amercam bom 
Many's the Seth Thamar thi Gne olf 
seute bas sold. Clocks tor the tends. chute 
to moth on esmeveraty. decks © being 
warmth ond table dere to tote cornet of 
afaranatt toom And sremge tales of romance. 
wes. evew hgh ads cavers. sotme of these chonks 
reghs tell 5 thes toch off the we 


oun tae away comers ol the globe. 
> Todey at Sherve, Crump sod 
7 Low vow bad s new Seth Thomas! 


“ swede @ ELECTRIC. 


> pee: previwon end untalteramg sail cher 
tewked the bd woeld Gahwen, And Shervs. 
Crome end Low wert pooed we premat o 


tically designed cases — 4 
credit to generations of paims- 
taking clock craftemen 

And vet a Seth Thomas 
Clock isn’t too much of a buv- 
ary. Your own jeweler hax 
models priced as low as 99.75. 
He'll welcome an opportunity 
to help you select « genuine 
electric Seth Thomas! Seth 
Thomas Clock Company 
Plymouth Hollow (now 
Thomaston}, Connectwut. 





few sent # wovaging 
broegh off New 
Paglied morc then + 
Dendoed wears age 


in November to catch the holiday trade. Full-color pages. Black and white pages. 6,680,000 
messages all telling a unique, compelling story of Seth Thomas Time. Here’s the schedule. 


SATURDAY EVENING POST . 


HOUSE AND GARDEN .. . 


Another silent salesman for your store! 


Uncle Sam to help 


To make the mails move money your 
way, we have created for you a most 

_ effective selling folder, ‘“Time Hon- 
Ready to work with display and 
emailing piece is a series of illustrated 
newspaper advertisements. Small in 
as Inexpensive to use. Yet they 


| SETH 
THOMAS 


chrehunakers (fr more than a conlahy 


ELECTRIC aud KEY WOUND 


- « « NEW YORKER 
AMERICAN HOME 


stand out compellingly on the news- 
paper page. 

This season’s catalog, too, is de- 
signed to help you sell. Use this at- 
tractive catalog as a counter-piece to 
augment your Seth Thomas stock. 


Millions of messages saying 
“Go see your jeweler” 


Multiply the full-color Saturday 
Evening Post page above by 2,800,000, 


CIRCULAR 














Put it in the mails and watch it pull! It’s a 
distinctive, dignified, forceful folder worthy 
of the new Seth Thomas Electric Clocks— 
and worthy to be imprinted with the name 
of your store. ‘“‘Time Honored Time” is 
part of the sales kit. See coupon below. 


double that number for another 
Saturday Evening Post adver- 
tisement. Now add the 1,080,000 
messages House & Garden, American 
Home, and The New Yorker will 
carry, and you get a faint idea of the 
intensive consumer campaign that 
will feature Seth Thomas Clocks this 
fall. All these messages—6,680,000— 
will point directly to your store, will 
say that you are the merchant from 
whom to buy Seth Thomas Clocks. 

The merchandise is right—in work- 
manship and design. The sales and 
advertising are right—in purpose and 
plan. And the time is ripe for the 
jewelry trade to capture the electric 
clock business. 

Let’s get busy together. Your next 
step is to sign the coupon for the 
complete Seth Thomas Sales Kit. Seth 
Thomas Clock Company, Thomaston, 
Conn. Clockmakers for more than a 
century. 


SEND FOR THE SETH THOMAS SALES KIT 








SETH THOMAS CLOCK CO. 
Thomaston, Conn. 


fT 


Put me down as one jeweler who is going to stay in the clock business and make money 
this fall. Your sales and advertising plans are right on time. Send on the Free Sales Kit. 
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We prema = +. % 
LADY 
FAYRIE 


FOSTER We present Lady Fayrie, one of the many 

. hew artistic creations executed in the 

PRODUCTS Foster Studios to aid you in catering to 
* smart shoppers who appreciate values. 
a Expressing a new motif in decorative de- 
sign, richly engine turned sterling, covered 
with transparent opaque enamels, Lady 
Iver Compacts Fayrie is beautiful to the eye, and gentle 
Enamelled Toilet Sets on the purse. You will be amazed that 
ee Totter Sere so attractive a toilet set can be so in- 

expensively priced. 





. Crearetce Cases . 
Watch. Bracelets “ _ cre Time is a necessary element in the 
AT Cat OTIS + es —~ production of fine merchandise of this 

: is character. We strongly advise that you 
anticipate your needs for the coming 
active season as early as you may, and 
order accordingly, that disappointments. 
may be avoided. 


Key Chains 







Pie Clip 
Napkin Clip 


ey aelele elas 












ee 


THEODORE-W- | 


het Bags 


FOSTER & BRO- CO. 
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Sell TWO Electric Clocks 


; instead of ONE! 
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e 

‘0 

S. s + + 

; This combination 

ly k . 

: makes it easy 

. TeLALarRM and Loyat, launched last month, are sell- 
ing like wildfire! We knew they would. They’re right 
in every respect. Possibly you didn’t realize, at first, 

‘s the perfect combination-sale that these clocks and 

m their prices make possible. 

1g Clever retailers are pushing the two of them to- 

id gether . . . pointing out that Telalarm stands guard 

ts. day and night upstairs, while Loyal chimes away 
waking hours downstairs . . . emphasizing the fact 





that both can be bought at the new low prices for 
what one such clock would have cost a few weeks ago. 
That sales strategy means two clocks to a customer 
instead of one — two profits — two salesmen in two 
important rooms in the home daily demonstrating the 
TELECHRON SELF-STARTING “TELALARM” need for electric accuracy and convenience in other 
rooms as well. 

TO RETAIL AT % 95 Telalarm is listed as 711, a lucky number for any 

ty - man who stocks it! It almost sells itself, with its hand- 

some case of “Dura-silver-alloy” (won’t stain or tar- 








No. 711. Non-tarnishing “Dura-silver- 


alloy” metal case with black Bakelite base. WITH : : 
Pace inches high. Dial illuminated by ILLUMINATED nish )—its dial lighted by a little Mazda lamp (rheo- 
small Mazda lamp with rheostat control DIAL stat control for bright or dim)— its pleasant alarm 
for bright or dim. bell—and its silent, self-starting Telechron motor. 
Loyal packs a potent sales-punch, too — case of 
L finest Honduras mahogany, Colonial design—$22.75, 


with hour and half-hour strike — $29.75, with mellow 
Westminster chimes — the lowest prices ever put on 
such a product! 

Everybody needs an alarm clock. Everybody wants 
a chime clock. And, of course, a Hostess model for 
the kitchen. You can do wonders with these—backed 
by big-space advertising in national magazines. Let 
the coupon show you how. 


Telechron is the trade-mark, registered in the U. S. Pat. Off., of the 
Warren Telechron Company. 





The Revere Clock Company, of Cincinnati, Ohio, manufactures 
strike and chime clocks with Telechron motors, priced up to $650. 


REVERE SELF-STARTING TAMBOUR elechvron 


Reg. U. S. Pat. Of. 
TO RETAIL AT 7 5 WARREN TELECHRON COMPANY 
*# 59 Main Street, Ashland, Massachusetts 
, i ; ” Please send me information on Telechron Electric Clocks and 
“Lorax” Colonial design. Case of Hon details of your Authorized Dealer Franchise. 
duras mahogany, 1814,” wide. No. 300, WITH 
with Westminster chimes, $29.75. No. WESTMINSTER avame 
500, hour and half-hour strike, $22.75. CHIMES, $29.75 Address 
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COMM 
BACKS YOUR 
with VALUE- 


Mc than another Community advertising 
campaign—reaching millions through lead- 


ing national magazines—all color pages—all in: dom- 

















inant position—Page 2 in The Saturday Evening Post 
—Inside Front Covers in the Ladies’ Home Journal— 


and Back Cover of Good Housekeeping. 





Community's advertising this Fall is a campaign of 
value-advertising—aimed at your value-hungry cus- 


tomers who are spending and will spend, this Fall, 








where the best values are offered. 


COMMUN 
Leadership inl 
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UNITY 
2} FALL SALES 
+ADVERTISING 


8 Community backs your Fall sales with an advertis- 
|. ing drive which points directly to your Community 
n- stock as the outstanding value in its field—a three- 


st fold value-selling drive: 


1. Community design, Community duality at reduced 
prices. 

2. Community Silverware and China in the same 
design—a value only Community dealers can offer. 


“i 3. Community gift-values—specifie merchandise that 


ll, you carry in your store featured to thousands of 


your potential customers at lower prices. 


ITY PLATE 
in Design Authority 
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Scottie leads the march 
OF SANGAMO 


ELECTRIC CLOCKS 






SEYMOUR— : 
Wainut with 

deep, rich finish, 

+ 314” gold dial. | 

Height, 7%", — 

width 7". $16.50 






















ameter of case, 


8". $9.75 . 











SELKIRK— 
Small tambour. 










height, 
544”. $11.50 - 






OOD NEWS for clock merchants 
G everywhere! Sangamo brings to you 
many new and attractive models in San- 
gamo Electric Clocks. All are handsomely 
designed. All are most sensibly low-priced. 





Foremost in the parade is the “Scottie” model which we 
predict will make new sales records—and new profits—for 
you. This model comes in delicate peach, green or ivory 
color, with harmonizing tinted dial, and it has a tiny black 
Scottie moving around the Floating Seconds Disc. “Scottie” 
is certain to appeal to women who will want it for boudoir, 
guest room, living room—or for the children’s room. 

There are many other models that will attract your custom- 
ers. There are beautifully designed Sangamos in rich woods 
—in old period designs, and in modern designs. Every 
SCOTTIE—6 34” high, 534” wide. In peach, green or ivory. clock in the complete line has been designed with care and 


The Scottie seems literally to float of his own accord around the r , : 
unique Floating Seconds Disc as he whisks off she seconds. $9.75 with particular attention to current style demands. 
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WINDOW or COUNTER DISPLAY 


This attractive display, in three beautiful 
colors, shows a black Scottie looking at- 
tentively at one of the Scottie models. On 
your counter—or in your window—this 


display will work for you for a long time! 


Full-color pages in the Saturday Evening 
Post will carry the news of Sangamo 
Electric Clocks to millions of readers this 
Fall. More millions will see and read 
about these attractive models in Collier’s, 
Time and the New Yorker. Customers 
will be told to drop into your shop and 
see the kind of electric clocks they’ve 
been waiting for—clocks of genuine 
beauty at remarkably low prices! 


Ready for you—now—are these compelling sales helps 
which have been created especially for the Fall Season. There’s 
the handsome Counter or Window Display you see pictured 
above, which features the “Scottie” model. There’s a Con- 
sumer Folder which describes and illustrates all the new 
Sangamo models and which, dropped in the mails to your 
customers, will do valiant work for you. 


There’s a series of small newspaper advertisements which 
you can use at little cost in your local newspaper. Though 
small, they are smartly designed and will attract the reader’s 
attention directly to you. 


In addition, there’s the Fall catalogue which shows all the 
new models in full-sized photographs, gives descriptions and 
prices, and designates the rooms in the house for which each 
Sangamo is best suited. 


Write for complete information 


If you have not yet placed your order for these new Sangamo 
models, write today for the full story about them. Address 
the Sangamo Clock, Thomaston, Connecticut. 


SCOTTIE % 


A New SANGAMO.CLOCK | 
operates from your 


ELECTRIC light socket 


Accurate 
silent- dependable 
timekee ping 











She Floating 
ae (i. 


Sangamo is the only electric 
clock with the distinctive 
Floating Seconds Disc. 
Whether it is a “*Scottie” or 
a beautifully designed point- 
er that floats around the disc, 
this feature is particularly 








fascinating to the eye. 








Silent Cc 
Chitniniiin oO od 
Q ] lotor 


The Sangamo motor rotates at 
a speed of 189 9/19 revolutions 
per minute—slower than most 
electric clock motors. This slow 
speed and the light weight of 
the motor assure the continued, 
silent operation of the motor 6 

over a long period of time. 


«o B 


y 











SANGAMO ELECTRIC Clocks 
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1F SHE CANNOT AFFORD THE GENUINE 
SHE WILL BUY PECKHAM JEWELRY 


al at ae ate al 


Feb csi 


(|) 7 


MODERNISM 


Kx 
L-@) 


A SALABLE 
INTERPRETATION 


The weight of evidence supporting the 
Mid-Victorian fashion theme grows stronger 
as the season advances. It is the consensus 
of informed opinion that no style change in 
recent years has been more marked, nor will 
be as far reaching in its influence. Recogniz- 
ing these facts, we have developed an excep- 
tional line of modernized period jewelry, 
which is characterized, as is the best in 
current fashion, by a happy balance between 
the old and the modern themes. This jewelry 
is typically Peckham Quality, in each detail 
of construction and finish. Adhering to long- 
established policy, these new items are offered 
only through leading Wholesalers. 


J. H. PECKHAM & SONS 
NO. ATTLEBORO, MASS. 
N. Y. SALES ROOM 9 MAIDEN LANE 


J. H. Peckhan 


1893 


of th 


ROO) Gi ze): 


zr. F. 


identify all 
eir manufacture 


these 


& Sons 


initials 










Est'd 





products 


with 
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entlemen, We hate to do this 


eid but our segmental wedding rings and our matching 


sets are being imitated and copied. So that the jeweler 
may know for sure whether rings offered him are ours, 
we are putting the stamp “GRANAT’ into every mount- 
ing and wedding ring. As the aspirin people say, “None 


genuine without the name on every piece.” 


GRANAT MANUFACTURING CO. 


2390 MISSION STREET ~ vy SAN FRANCISCO, CALIFORNIA 


Nothing Wds ever made that couldn t 
be made cheaper. oe and sold for less. 
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F 


LOUIS STERN BRACELETS | 


| NEW MODELS FOR FALL 


diem ci ll a a sal ie 


oa 
i 


SOLID GOLD ON STERLING SILVER 


All precious metal bracelets furnished in white, green, yellow or 
coin color gold on Sterling Silver 


All standard sizes available 


SS ee eee eee ee 


= : ame 
ta tt ta da Fi Dl i@l Wl Wn Wy A Pn on iy 


ent Teaeeeet foam Le Vl feel Gee ny 





XP—Fraternity—Man’s Bracelet, Price, $8.00 


attachment selling at a moderate price 
All Gold-Filled bracelets furnished in white, green, yellow or coin color 


All standard sizes available 








SOLD THROUGH THE WHOLESALE JEWELER 


LOUIS STERN COMPANY | 
; PROVIDENCE, R. I. sis 








LUSTERWITE AND GOLD-FILLED 


Lusterwite is a wear-resisting white metal which produces a high grade watch 
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GENERAL ELECTRIC 


Model 712 


New Dura-Silver metal case, non- 
tarnishable, black bakelite base, 
General Electric Telechron, self- 
Starting synchronous motor. II- 
luminated dial with controlled in- 
tensity. 12 hour alarm, ringing 
period 15 to 20 minutes. Raised 
black numerals. 8-foot silver 
cord, permanently attached. De- 
signed by famous stylist. Blends 
with every type of decoration. 
= $9.95 
Price 
& 








Announces 


a new Electric Alarm Clock 


Now...asmart new General Electric, Telechron motored 
Alarm Clock. Quality, good looks, dependability. . . sale- 
ability, at an amazingly reasonable price. 

Model 712 is the product of aworld-famous designer. 
Its shining Dura-Silver case, with its black bakelite base, is 
graceful, distinguished and modern. The dial is illumi- 
nated with rheostat control for intensity. 5 inches high, 
4 inches wide, 3% inches deep. Packed individually in 
cartons. 12 cartons to the container. 

This new Clock makes a wonderfully interesting dis- 
play. It will be announced through advertisements in the 


MERCHANDISE DEPARTMENT : 


GENERAL ELECTRIC CO. : 


great national magazines reaching millions. Order it to- 
day—it can be the leader of your Fall line. 

Mail the coupon. It will bring you a special folder on 
this new Alarm Clock together with news of the entire 


General Electric Clock line. 








General Electric Company, Merchandise Dept., 
Section T-479, Bridgeport, Conn. 
| Rush us full information on this new volume seller and the 
| entire Clock line. 














BRIDGEPORT, CONN. 
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AUTOMATIC GOLD CHAIN COMPANY. 


Attach any one of these increasingly popular 
AUTOMATIC bracelets to your watch samples 
for the try-on. Watch and AUTOMATIC brace- 


let together invariably helps customer make 
quick and satisfactory selection. 


SOLD THROUGH WHOLESALERS ONLY 


PROVIDENCE, RHODE ISLAND 
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OFF THE PRESS 
IN SEPTEMBER! 





OUR NEW 
1932 
CATALOG 


of 
Quality 
Merchandise 





ERE, in one volume, are the newest, finest lines of nationally adver- ‘ 


tised merchandise, every one selected for quality and salability. Pi 
¢ 
¢ 
Swiss and American Watches, Diamond Set Jewelry, General Jewelry, o 
Novelties, Toiletware, Clocks, Flat and Hollow Silverware and Leather f 
Goods—every requirement for the progressive jeweler, immediately avail- o 
able. Our courteous, efficient service assures the accurate and prompt exe- a 
cution of your orders. Our unusual facilities offer a tremendous opportu- ra 0 
nity to increase your business. Send for the catalog—it tells its own story. , ea 
o y 
J Ss o” 
* v 
AISENSTEIN & GORDON A%& sg 
yi & & 
o. “See s 
ig 
712-14 Sansom Street Ssh Ps 
¥ S 
of Se < "2 & 
era ey oe Xo 
¢ iN a <) 
PHILADELPHIA, PA. Lele SF . 
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COMPARE 


THESE CLOCKS e THESE NEW PRICES 
with anything else on the market 





~ 


As usual, Sessions sets the pace in eleetric clock values 


DOUBLE-TONE STRIKE 


er S16" 


See this El Bernice model, with 2-rod 
strike, selected hand rubbed mahogany 
or walnut finish cabinet with handsome 
popular inlay panels. 21% inches long. 
One of the most sensational buys in 
clockdom. 


SESSIONS WESTMINSTER CHIMES 


QETAML «205655: S25" 


The Wonder Clock of Sessions with quar- 
ter-hour, self-correcting foolproof West- 
minster Chimes. 16 notes on the hour, 
8 on the half, 4 on the quarter. This is 
No. 20A with selected mahogany inlay 
case, quick-legible numerals and full Ses- 
sions quality throughout. Other models 
in mahogany and walnut. They are the 





only synchronous Westminster Chime 
clocks without clutch, retaining spring, 
or electric chime contacts. 21%, inches 
long. 


TRIPLE-TONE CHIMES 


ee H2ID:°° 


Genuine Sessions “Chapel Chime” clocks, 
with hour and half-hour 3-rod chimes. 
Genuine hand rubbed walnut or mahog- 
any cabinet with popular inlay design. 
All Sessions chime clocks have auxiliary 
motor to operate chimes, doing away with 
clutches, retaining springs and chime con- 
tacts and cutting after-sale servicing. 
2114 inches long. 





SESSIONS , 


Exec tr/e 


CLOCKS 


It’s a price year. 


But folks still demand service for their money. 


That is why Sessions, who have weathered a dozen depressions, 
can offer what people want most in clocks, at prices they are glad to pay. 


Look for the quality and service behind the price. 


Examine these 


three sensational up-to-the-minute synchronous motor clock values. See 
your jobber now, for immediate stocking. The Sessions Clock Company, 


Forestville, Conn. 


Also Woolworth Bldg., New York; 


5 N. Wabash 


Ave., Chicago, and S. J. Hammond & Co., 150 Post St., San Francisco, Cal. 
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BIGNEY MIRROR FINISH PRODUCTS Rare 


Our new idea in Watch Straps. Double signet—‘“From Eva to Tom” One-Quarter inch expansion at THAT COUNTS” 
each end. Ask your jobber’s 
Both ladies’ and gent’s watch straps are equipped with our patented new roller bearing catch. We have traveling man for 
a beautiful and complete line of these watch straps. Bigney’s new 


All our watch bracelets are adjustable for length. pei tetin 
| 















B2030 
L = 





<< o f ===) 











B2037 





B2030 and B2037 are our latest Ladies’ Watch Straps in New Dove White Triple Plate 
Also made in all colors of gold filled. Made with fold-over centers and equipped with our patented Roller 
Bearing Catch. 








B2035 Men’s Watch Band with Double Signet, Expansion Ends and Patented Roller Bearing Catch. Made 
in all colors of Gold-filled and in New Dove White Triple Plate. 


A new and exclusive line of Inlaid Mosaic The Bigney Square corner r ° 
Pendants combined with crystals, Ear Drops to omey “9 S ed soldered Boston link, lapped surface, 


match, 1/10 shell, patented. Controlled and made only by the S. O. Bigney 
Furnished in assorted colors, Black, green, Company. The best selling Waldemar on the market. It’s distinc- 

blue, and dark red with white and colored - 

crystals. tive. They Wear. 





/ 
Sg 8 SO SO Sg Se ee SO Se ee ey 








SOLD THRU WHOLESALERS 





481/ED122 
No. SR446 


S. O. BIGNEY COMPANY aan, 


beautiful cameos. 


FACTORY AND MAIN OFFICE AT ATTLEBORO, MASSACHUSETTS 
“The House of Mirror Finish Fame” 
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Direct from Manufacturer to You 


@ 


As of August 31, 1931, The Bead Chain Manufacturing 
Company announces the discontinuance of its past distrib- 


utor connections and solicits inquiries direct from the trade. 


Economies in distribuition, and manufacture have made avail- 


able marked reductions i in Prites on il sizes and shapes of 
(, \ 


Pd Se 
ln BD we "On, 
/ ef ho. ss ege? ee: Hi iii 
/ Cent 377050? pg 4 bat i: 


So ee) hint 


Charts and simples showing variety OF sizes sand shapes will 


be sent t upon Heguest. 


; ee aS Ee ot a; i 
a.” WY BG a 
5 aah if of 


THE BEAD CHAIN MANUFACTURING CO 


32 Mountain Grove St. Bridgeport, Conn. 


SKS TLE 


-@-0-0-0-0-0.0-0-©-0-0- 0.0.0.0.0.0.0.0-0)0| 


iO 
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WALTER E. HAYWARD CO. EST’D 1851 


presen i 






PORCELAIN 
MINIATURES 


IN ANTIQUE 
REPRODUCTIONS 


ERE is ‘‘pericd jewelry’ with an instantaneous appeal. The 

dainty imported French porcelain miniatures in full color are 
set in 14k natural-color gold-filled and black enamel mountings, 
patterned after the jewelry of the Second Empire Period which is 
sO important in the mode 








Retailing from $2.50 to $5.00, they remove the barrier of price 
Should your wholesaler be unable to show these latest Hayward 
numbers, we will gladly send you, through him, a 2 dozen assort- 
ment for inspection 


WALTER E. HAYWARD CO., Attleboro, Mass 
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Announcing 
The Harvey Clap Line of Period Costume Jewelry 





—authentic and faithful reproductions of early American costume pieces. 


Typical of all Harvey Clap merchandise, this charming jewelry is made 
up only in higher grade material, and by master craftsmen, in natural- 
color gold finish and black enamel, some with onyx trimmings. Backs 
are fully enclosed. 


HARVEY CLAP & CO. 


ATTLEBORO, MASS. 


Manufacturers of the Well-known Harvey Clap Line of 
Watch Attachments 











Our Fall line, now being shown, is most attractive and up-to-date. 
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BITING ceAUS 4 


Look for this trade-mark 
stamped on the frame of 
every genuine Whiting & 
Davis Bag. It stands for over 
50 years of creative 
craftsmanship. 


v > 

Bag No. W-64— $27.00. 
Against a rich and ever- 
Fashionable background of 
gold and black enamel the 
rippling texture of Dresden 
namel Mesh presents a 
gorgeo. rot of blended 
colors. Frame 5 inches wide, 
gold and black enamel finish 
with chain to match. Silk 
lining, pocket and mirror. 


ee eel eeee 


THIS is one of our new Fall and Winter series. All the 


famous types of 
Whiting & Davis mesh are represented. All the dominant trends of fashion 


are anticipated in tempting mesh bags which have about them an unmistakable 


air of richness and jeweler craftsmanship, and there's an extraordinary range 
of styles and prices. 


Order through your Wholesaler—subject to Keystone Discount 


Whiting & Davis Company, Plainville (Norfolk County) Massachusetts 


In Canada: Sherbrooke, Quebec New York: 366 Fifth Ave. Chicago: F. E. Whiting, 31 N. State St. 


WHITING & DAVIS MESH BAGS 


HAND IN HAND WITH FASHION 
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JD-7487. 


price, 


September, 1931 











The above illustrated Baguette Watch is the very latest thing for this Fall. 
of Solid Platinum, set with 50 Fine White, Matched, Round 
17 Jewel — movement, silk cord with 14K. Solid White Gold Attachments. 
each net. 


A FEW OF THE OUTSTANDING VALUES ILL 





The case is made 


Diamonds, Channel-Set; fitted with 3% Ligne 


Our special $95.00 


ee 





JD-7036. 


Brilliant-Cut Diamonds. 


Baguette-shape Diamond Wrist Watch, Solid Platinum Case set with 48 Fine White, Matched, 
Fitted with 17 Jewel Baguette movement and supplied with silk cord attachment, 


complete with 14K. Gold Fittings. Put up in a handsome display box. Our price, each net.... $127 00 
. 





14K. Solid White 

Diamond Ring, 
piercea and engraved, assorted 
designs; set with one Fine, 
Snappy, Brilliant-Cut Diamond. 


Our price, each — 45 
. 


JD-1082. 
Gold ~ ties’ 





JD-1050. 14K. Solid White 
Gold Gent’s Ring, substantial 
weight, finely finished and en- 


graved; set with one Fine White, 
Full-Cut Diamond, average weight 


i ae to . . bm: $ 1 0. 65 





JD-1040. Platinum, 
Diamond-set Channel Wed- 
ding Ring, 1% MM. wide. 
Furnished in sizes 44% to 
6%, set with 42 to 46 
Diamonds. Lowest priced 
Diamond Channel Wedding 
Ring on the market. Our 
price, 


bet '...:25+ 939.0 








of Our Complete 








Send for a Copy 


Catalog 














JD-1318. 14K. Solid White Gold Pendant, 
finely pierced and engraved; with one Fine 
White, Brilliant-Cut Diamond set in Genuine 
sun-ray rock Crystal. Supplied with 16 inch 


14K. f link chain. O 
price, a ox ie 7 mg $4.15 





JD-1049. 18K. Solid White Gold Step- 
Set Wedding Ring, substantial weight, 
finely finished and hand engraved; set 
with seven Fine White, Brilliant-Out, 
Matched Diamonds. 


oO 
price, each net........ ae $12.55 


JD-1319. Same as above, Solid Plati- 


num. Our price, each net $17 35 
e 


JD-6722. 
White, 
Diamonds. 


AISENSTEIN- 


SERVING THE RETAIL 


580 Fifth Avenue 


i 
I 
j 
4 

I 





All Baguette, Iridium 
Platinum Wedding 

“~ from 2% MM. and wider. 

Set with fine 

Matched Baguette 

Furnished in net 





JD-1070. Solid Platinum Modernistic 
Mounting, finely made; set with six Fine 
White, Brilliant-Cut Diamonds, Channel Set. 
Furnished for center stones 33/100ths to 1 


Carat Size. Our price, each $23 35 


err ee ree rene eee ee 

Platinum Wedding Ring 
channel set; set 
Brilliant-Cut Dia- 


$17.85 


JD-1072. Set complete in attractive 


lisplay box. O tial 
palee, ecamptete eet. . . a $39.90 


JD-1071. 
to match above mounting, 
with seven Fine White, 
monds. Our price, each net.. 


Solid 


Vi iy eda gt 


! 
' 
' 
‘ 
‘ 


ar 





Cross-Set Baguette 
Iridium Platinum 
Wedding Rings 
JD-1043. Set with fine 
Blue _ White, perfectly 
Matched Baguette Dia- 
monds, ranging in widths 


Furnished in sizes 5 to 
6%. Our price, each 


eeeeees $150.00 


and upwards. 

















— 
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USTRATED IN OUR SEPTEMBER CATALOG 





JD-1042. 14K. Solid White Gold Case, set with 4 Fine White, Matched Diamonds. Fitted with 17 Jewel 
Baguette movement, silk cord and Gold Filled Attachments. Our price, each net... ........... $32 00 
. 





JD-1048. 18K. Solid White 


ae a ne Sas Gold Ladies’ Diamond Ring, JD-1084. 14K. Solid White 
Gold, ee! pierced and en- extra heavy, one-piece shank ; Gold mounting, pierced and 
Gini Dia Fine White, set with five diamonds, aver- engraved ; with one Fine White, 
pve ag TR gay Aa age weight of center-stone Brilliant-Cut Diamond set in 
ik ae Gk. ce 15/100ths Carat. Our price, Genuine Carved Cameo. Our 


price, each net.. $4.85 each net...... $20.35 price, each net.. $5.65 





JD-1034. Platinum Diamond Din- 
ner Ring, finely pierced and_ mil- 
grained; set with 19 Fine White, 
Brilliant Selected Diamonds, finely 
made and well finished. This is the 
finest value we have been able to 
er our — - nn heer on 
n a ring of this style and make. JD-1057. 14K. Solid White Gold Bar Pin, finely pierced engraved; set 
Our price, each, net.. $59 75 with one Fine, Brilliant-Cut Diamond. Our price, each ~ Jaa " r 

; ' $4.95 








JD-1047. 4% Ligne, Chromium Finish Case, set with two Fine White, Matched Diamonds. Fitted with 7 
Jewel lever Baguette movement, Empire Quality. Supplied with Chromium Finish Slave Brace- 
let, complete im display bow. Our price, cOmmplete, Met... ccccccccccccceccccccecesscoocecs $12.90 











JW-2899. 7% Ligne, 14K. Solid Gold Case, rectangular 
shape, enameled, engraved; fitted with 7 Jewel Waltham 
——— — _ OOO. the factory. Subject to 
prior sale. tails for -00. Our special 

ee OLED 


boos 





Wee Ser Gian + oc ntacccouenieseadeces 
JW-2980. 3/0 Size, Chromium Finish Strap Case made JW-2230. Same as above; fitted with 15 Jewel Waltham 
by one of the leading watch case manufacturers. Supplied movement. Retails for $65.00. Your original cost was 
in square, cut corner, with plain or engraved ~ 90 $34.50. Our special price, each net...... $21 50 
bezel. Our price, each met......seeeeeee . F 


























WORONOCK & SONS, Inc. ———— 


New York, N. YW. | of 07 Complete 
JEWELER SINCE 1885 Catalog 
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Supertold-Trislide 


na STRAP 











For Men aa  —— 
..and.. Tailored to Fit 


In the grand combination of style, mechanical perfec- 
tion, strength, and classic beauty, the new SUPERFOLD- 
TRISLIDE watch bracelets for men and for women are 
without a peer in their fields. The TRISLIDE Buckle, 
newly created by The A & Z, is the smallest buckle of 
its kind on the market. It is a marked advance in fine 
bracelet manufacture producing a buckle of trim com- 
pactness which does not cause any hump or bulge 
but, on the contrary, is tailored to fit the contour of 
the wrist. It allows the bracelet to remain on the wrist 
when expanded (thus obviating the danger of damage 
to the watch through accidental droppage) and, at the 
same time, is easy to remove or put on over any hand. 
In all, the mew SUPERFOLD-TRISLIDE line combines all 
the requisite elements of practicality with the smooth 
simplicity of line and design which is the foundation 
of the permanently beautiful. The new SUPERFOLD- 
TRISLIDE is made in a wide range of prices allowing 
a liberal profit to the RETAIL JEWELER. 


Our salesmen are now covering their territories with 
the new 1931 Fall line. A letter or card will bring our 
line to you. 


AéZ Chain Com mpany 


PROVIDENCE, R.I. 





ae 
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“ALL = Crosby” and ‘‘Lady Crosby’’ 
Gold Filled Links are made from | 
SEAMLESS WIRE. | 


i} WN All buckles are HAND ENGINE 
_-axgiiem Ter, i) . Y TURNED, and contain the exclusive | 


JTOMAT ICALLY | 
> suntan: 
il 
—P- 


— —s« SHEMALES \ Automatic Folding Feature and Safety 
WA Locking Catch fully PATENTED — | 


a SN) SMITH & CROSBY 
— “es ; ATTLEBORO, MASS, 


JACK A. ROTH 
TRADE S & i MARK 315 W. Fifth Street 


1 
REGIS TEREO Los Angeles, Cal. | 
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ma RRIVES .. the new Pattern in 
OGERS BROS: 








be 


er CWLajeaty” ARRIVES 


ACCOMPANIED BY FIVE ATTENDANTS: 


1 Matching hollowware, ready for shipment with 4, A basic design change, definitely in step with 
flatware, to reach you by September 15th. the style movement from straight lines to 
a . curves—fro > severely plai “IC 
9 The new (015) mark—every piece of “Her . - from the severely plain to the richly 
Cae : : ecorative. 
Majesty” pattern will carry this mark. wine 


2 New | 1931 prj 5 One of the most notable magazine advertising 
ew low 1931 prices. 


campaigns in the history of silverware. 


I MATCHING HOLLOW WARE 


This new pattern is being introduced with both flat- 
ware and matching hollowware ready for delivery by 
September 15th. Matching hollowware in “‘Her Majesty” 
means additional profit for the silverware merchant. Like 
the flatware, ‘Her Majesty”’ hollowware reflects the new 
decorative mode. A whole assortment is ready—tea 


sets, meat dishes and platters, vegetable dishes, candle- 



















sticks, centerpieces — everything. Hollowware will be 





featured in all “Her Majesty” magazine advertisements. 


THE NEW {I'S} MARK 


(Reg. U. S. Pat. Off.) 





You know the new (1, S} mark—the mark of the Interna- 


tional Silver Company —which is being featured in all 


“Her Majesty” will bear this new symbol—in addition 
to the trade mark 1847 ROGERS BROS. — Examine 
this mark on your first shipment of “Her Majesty’’— 


see what an appeal it holds for the silverware purchaser. 


3 NEW LOW 1931 PRICES 


ce ° ” . . . 
Her Majesty,”’ appropriately named, is truly regal in 
appearance and quality. Yet the prices are reduced to 


the lowest point in years. You can offer a new pattern— 





“Her Majesty’’—at a new scale of lower 1931 prices. 


Think of the buyers who will be created. 


1847 ROGERS BROS. 


GENUINE ORIGINAL ROGERS SILVERPLATE 








; ' a . : 
International magazine advertising. Every piece of 
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NEW 
STYLE 
TREND 


“Her Majesty” shows the influence of the Georgian period. 
In it the straight line gives way to the curve. There is 
more grace, more femininity. The severe, the angular line 
swings to the curved and decorative. 

In this trend of richness of design, “Her Majesty” is just 


in step with the times. You've noted this trend in new 



































jewelry. You will see it in new draperies—new fabrics 
and furniture. And your customers have been noticing it 
in the new hats and gowns. 

This decorative effect is helped by the suggestion of hand- 
wrought qualities in “Her Majesty” design. “Her Majesty” 


is a fitting symbol for the new vogue of feminine loveliness. 


And Now abun Advertising iat 


1847 ROGERS BROS. 


GENUINE ORIGINAL ROGERS SILVERPLATE 





















5 THE ADVERTISING CAMPAIGN BACK OF 
{ : ” 
C) Per CWMaj eaty 


“Her Majesty”’ is being introduced to the American public with one of the 





biggest magazine campaigns ever put behind a new pattern of silverware. 

See this list of magazines in which “Her Majesty” advertisements will 

appear during the fall: 

SATURDAY EVENING POST - LADIES’ HOME JOURNAL - GOOD HOUSEKEEPING 
DELINEATOR - BETTER HOMES & GARDENS - RED BOOK 


There are double-page spreads, covers, and full pages, all of them in 
colors, in these strong publications. Zhe tolal number of pages of magazine 


advertising on “Her Mayesty” this fall will be 55,227,124. 














MAGAZINE DATED WHEN ISSUED SIZE OF SPACE 
MAGATZIN 

Delineator October Sept. 20th One page 
Red Book November Oct. 5th 2nd Cover 
Saturday Evening Post October 17th Oct. 15th Two-page Spread 
Better Homes & Gardens November Oct. 15th 2nd Cover 
Ladies’ Home Journal November Oct. 20th Two-page Spread 
Delineator November Oct. 20th 2nd Cover 
Good Housekeeping November Oct. 25th One page 
Ladies’ Home Journal December Nov. 17th Back Cover 
Delineator December Nov. 20th One page 
Good Housekeeping December Nov. 25th One page 
Saturday Evening Post December 5th Dec. Ist Two-page Spread 

















BETI TER HOMES. 
& GARDENS — 


Your sales will show a handsome increase if you tie up with this tremendous volume 


of publicity. 






Special window display material, folders for consumers, and advertisements for use in 
your newspaper are available to you free of charge. Every indication points to a most 
successful introduction of the new “Her Majesty” pattern. We invite you to share in 





this success. 


1847 ROGERS BROS. 


GENUINE ORIGINAL ROGERS SILVERPLATE 


INTERNATIONAL SILVER COMPANY 
MERIDEN, CONNECTICUT 


NEW YORK CHICAGO ST. LOUIS ATLANTA SAN FRANCISCO 
9-19 Maiden Lane Merchandise Mart Ambassador Bldg. Hurt Bldg. 150 Post St. 
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A FINE Dd Onglish PATTERN 


BORN OF SPLENDOR AND ROMANCE? 





HEN all men 

were brave, all 
ladies fair, and life a 
courtly pageant, the 
design at the left es- 
tablished styles in 
silver. There was lei- 
sure, then, for the 
appreciation of 
painstaking __crafts- 
manship. Even every- 
day articles were 
richly ornamented 
. .. Today, the same 
pattern, traditional 
and tasteful, has 
been faithfully re- 
created in Interna- 
tional Silverplate. 


Quality _silverplate 
will always have a 
place in the picture. 
The demand for Old 
English _reproduc- 
tions is steadily in- 
creasing with the best 
class of customers 
and the jeweler can- 
not afford to overlook 
the line where design 
and quality count for 
more than price 
alone. 


Ask for illustrations 
and prices. 


THE OLD ENGLISH OR GRAPE PATTERN. THE PIECES PICTURED ARB: ELECTRIC PERCOLATOR WITH CREAM 

PITCHER AND SUGAR BOWL; MEAT PLATTER, WELL-AND-TREE STYLB; CANDLESTICK; SANDWICH PLATE; 

COVERED VEGETABLE DISH; SALT AND PEPPER SHAKERS; GRAVY BOAT AND TRAY; FRUIT BOWL; WATER 
SET WITH PITCHER, GOBLET AND TRAY. 


INTERNATIONAL SILVER COMPANY 


General Offices: Meriden, Conn. 


NEW YORK CHICAGO SAN FRANCISCO ST. LOUIS 
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International Sterling offers you 


two powerful 
BEAUTIFUL 


selling points 


NEW DESIGNS! 


AMAZING NEW LOW PRICES! 


If you have a discerning eye, you'll know you’re 
looking at some future best-sellers in dresser 
silver. And the Christmas season will prove 
you're right! For never before has dresser sil- 
ver combined such a wealth of beauty with such 
extremely low prices. 


The Triomphe design shown here is one of 
seven stunning new patterns—all priced far be- 
low the usual cost of dresser silver! Each of 
these designs makes use of ebony-black glass— 


an International Sterling innovation in trend 
with modern styles. 


Other features, too, add to the beauty and dis- 
tinction of these International Sterling dresser 
silver designs. Some of the designs are en- 
ameled. Some are engine turned. Others have 
mounted jade balls in the tips of the handles. 
Altogether, there is a variety of loveliness to 
suit every taste. 


We urge you to send in your orders now. 

















TRIOMPHE DRESSER SILVER ... Retail Prices 














ie MOR sonics once vunsdan Seek eee ee shore eieo seer $ 6.00 Three-piece set (Triomphe comb, brush and mirror) ..... $50.00 

Pech B06... cecccccccscvcccssossevescsesesesceves 12.00 Cologne bottle.........secsercccccceccesccccvees 17.50 

Triomphe Mirror.......-+++0+eseeeeeeeneeeceeees 26.00 Cigarette box......++-+sseetererereeeeceeeeeeeeee 13,50 
—— SRR SARE PEI 











IMPORTANT!—If desired, International Ster- 
ling dresser silver can be finished by the 
Palladiant* process, which assures lasting pro- 
tection against silver tarnish. A slight addi- 


tional price is charged for it so finished. Jewel- 
ers who carry Palladiant-processed silver in 
stock will tell you what a popular appeal it has 
for customers. *Trade Mark 


INTERNATIONAL STERLING 


A product of International Silver Company 


Fine Arts Division Wallingford, Conn. 











THE NEW --TREASURE”’’ PATTERN 


American 


DIRECTOIRE 


STERLING 9925/1000 FINE 


» ogers. Lunt & Bowlen 
take pride in presenting this new 
pattern of outstanding originality and 
beauty—smartly in tempo with the latest 
style trend, and at the same time mag- 
nificently right in its enduring, tradi- 
tional art. Connoisseurs and critics 
pronounce it “the most distinguished 
pattern in a decade.” Foremost Mer- 
chandise Counselors and Stylists com- 
pliment its correctness in interpreting 


the new decorative mode. Instantly it is 





recognized as 
a work of rare 
eraftsman- 


ship, and in 


x 
» 
NN 
» 


no mistakable 


~ y 
RSS 


terms says — 
FINE STER- 
LING. 





We have just published and mailed to 
our dealers a brochure (as illustrated in 
miniature above) in which are set forth 
the sound selling principles on which 
this pattern is designed . . . how it is 
keyed to modern decorative schemes and 


present-day tastes... the story of 





planned designing for planned selling 





... proving it’s not “just another pattern,” but a 
means to an increased Sterling business with more 
profit. If you did not receive a copy of the Amer- 
ican Directoire brochure, please notify us, for we 


think you will find it of interest. 


American 
DIRECTOIRE 


"MSHERE’S a noticeable movement in leading 


stores everywhere to“trade 17, Display Stand, designed 


in the Directoire manner, is 


up.” The call is not only fer = teping with the mou 
new merchandise, but better 
merchandise! The American 
Directoire was expressly created 
to meet this demand. You would 
not need to be told that it is not 
a low-priced pattern. Its superb 
beauty and impressively high 
character are in keeping with 


the finest Jewelry stores and 





their discriminating clientele. 


7 


a 
f * 
% , , 
. Ses He ays 


All selling helps: Display 
Stand, Chest, Window 
Cards, Literature, etc., 
have been tastefully devel- 
oped in the same exclusive 
mode. 

The American Directoire 
pattern is being confined in 
its distribution to selected 
retail dealers. If you are 


interested, may we sug- 





Refreshingly smart is the chest, 
done in Black and Gold, with 
Directoire Green lining. 





gest that you write us promptly. Full details will 


be gladly given you. 


‘Creasure 


ROGERS: LUNT & BOWLEN CO. 


Silversmiths - Greenfield - Massachusetts 
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So close that you sometimes forget- 


a 


‘y the Dealer Makes or 
Breaks the Success 
of a Campaign 






HE millions are the advertiser’s consum- 
ers—they are the dealer’s customers. 
Only through him can they be actually sold the 


Newspaper advertising executives with an eye 
to long-pull prosperity never fail to advise their 
advertisers to lay the foundatigns of a success- 


goods which newspaper advertising makes them 
want. The dealer is thus more than the adver- 
tiser’s first customer—he is the man whose 
favor or disfavor—cooperation or apathy—can 
make or break the success of a newspaper cam- 


paign. 


ful campaign by adequate préparation in the 
pages of.trade papers. 

Thorough without wastage, concentrated 
without disproportionate cost, the trade paper 
reaches every worth-while dealer at the spot 
where a message counts most—at his place of 
business. 





Sixty major lines of business recently surveyed by A. B. P. editors report active buying | 
6 programs for 1931, aggressive merchandising of new services and new commodities 
developed through re: 2arch, the invasion of style into the fields of staples, the reduc- 
" tion of manufacturi-ig and selling costs. These activities will be initiated or influenced 
by the 1,400,000 subs.:‘ribing readers of 135 A. B. P. publications who, by their strategic 

| , Position as primary buyers, can glut or clear the lines of production and distribution. , 














THE ASSOCIATED BUSINESS PAPERS 


INCORPORATED 
TWO-NINETY-FIVE MADISON AVENUE, NEW YORK 





THE JEWELERS’ CIRCULAR is the only jewelry publication a member of the Associated 
Business Papers—the only jewelry publication which has shown a steady, definite increase in 
paid circulation over the past two years. The sworn circulation statement of the Audit Bureau i) 
of Circulations, shows THE JEWELERS’ CIRCULAR to have the largest paid circulation by K 
far of all jewelry publications—the largest paid circulation in our history. This is proof of 
an ever increasing Reader Interest upon which is based Advertising Value. 


diy 
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HUBBARD PUBLIC SALES 


“Spell Success” 
AND WE CAN PROVE IT 


All of the superlative adjectives of a circus advertising manager 
will not make an auctioneer produce results for you. 


PUBLIC WE CAN SHOW YOU 


aaaee Countless letters from satisfied clients, each one is conclusive proof that a HUBBARD 
PER Public Sale is the ideal profitable method of Reducing Stock, Raising Cash or Closing 
out a business. Conducted and advertised in a dignified way that attracts the better class of patrons they are the 
type of sales that conservative jewelers like to employ especially when business drops off. They are unusually effec- 
tive because they are carefully planned in advance. 


A HUBBARD PUBLIC SALE 


Has been the turning point in business for many jewelers, it has meant the difference between despair and success. Every sale 
is personally conducted and arranged, assisted by my associate, who has a brilliant sales record of his own. We handle all of 
the publicity for you and arrange it only after a careful study of all of the contributing factors. A HUBBARD Public Sale is more 
than an auction sale, it is a business building, good will producing process which is the result of a definite plan that has been 
painstakingly developed during more than 18 years of successful practice. 


LET’S TALK OVER YOUR PLANS 


And let me give you the benefits of over 18 years experience. Our getting acquainted obligates you in no way. Whether you 
want to close out completely or merely reduce stock, we can convert your merchandise into Cash at profitable prices without 


marring your reputation. 
WIRE or WRITE today for particulars and dates open. 


CHAS. A. HUBBARD, 10 South Wabash Avenue, Chicago, Illinois 
XxX Xx Xx ¥ 
\ .< Would You Trade Your yy 
\\ / 

Y 


\\\Ee sal Yj Surplus Stock for Cash? 
\"5 Ca CRE we, lj; THAT’S WHAT OUR SERVICE DOES 
\ | i 






























































x yp) FOR YOU... 
(Ne Y a EVERY “PEREL” AUCTION 
“q 





\ 
\\ 


SALE A SUCCESS! You need our 
& services—now. We show you how to 
U7 overcome the depression and get all 


Y —_— |)! S PS 
SS vy Sui ey the ready cash you need—quickly and 
surely. Let us crowd your store with 


> customers anxious to purchase your x< 
obsolete merchandise and overstocked 


“ROR TH EK PEOPLE” items—for spot cash. 


A record of twenty years successful selling is your 
guarantee of results. Merchandise is disposed of 
quickly and profitably. We guard your reputation and 
handle sales in a gentlemanly and friendly manner so x 
that your future business will not be jeopardized. 


o 
1400 ROOMS We write forceful—attention compelling advertise- 


ments that bring immediate results and properly ar- 








A great, modern hotel located “just a step from 
Broadway.” Adjoining countless theatres, railroad 
terminals, piers, shopping and business centers. x 


Each with Bath (Tub and range store for successful conduct of sale. 
Shower] Servidor and Radio Our charges are reasonable. References from retail 
) jewelers and banks—egladly furnished. x 
DAILY RATES A Full Information Costs You Nothing 
b) 
Single #3 84 %5 DON'T DELAY—WRITE—WIRE OR PHONE— 





Double #4 85 %6 
seas MARTIN C. PEREL & CO. 


The 2 LINCOLN S< 144 S. MAIN ST., MEMPHIS, TENN. XX 


44th to 45th St. at 8th Ave.—New York Phone 8-2251 
ROY MOULTON, Manager x Xx X X 
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Special Notices. 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted”’ $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 


Unless the advertiser instructs us to 
publish his name and address, all answers 


will be directed care The Jewelers’ 
Circular. 


In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 


—————————————— 


Situations Wanted. 
Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





RETAIL SALESMAN seeks immediate 
connection; reference. Address ‘“X., 
6580,” care Jewelers’ Circular. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., So. Wabash Ave., 
Chicago, Ill. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no_ charge. 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 





MELTER AND PRESS HAND wishes 
position; thuroughly experienced. Ad- 
dress ‘“‘Q., 6223,”’ care Jewelers’ Cir- 
cular. 





JEWELRY TOOLMAKER, 40, first class 
all around man, best references, wishes 
position. Address ‘“B., 6428,” care 
Jewelers’ Circular. 





RETAIL SALESMAN, Christian, married, 
age 32, 15 years’ experience catering to 
the better class of _ trade. Address 
“X., 6474," care Jewelers’ Circular. 





A-1 WATCH, CLOCK AND JEWELRY 
repairer; railroad experience; good on 
bracelet work; 20 years’ experience. 
B. G. Morrison, Martinsville, Va. 





QUALIFIED RETAIL SALESMAN. Ad- 
dress “D., 6577,” care Jewelers’ Cir- 


cular. 





YOUNG MAN, experience two years, 
wishes position as watchmaker; salary 
$20 week; own tools. J. J. Apoldo, 
2280 Bathgate Ave., Bronx, New York. 


ENGRAVER, manufacturing jeweler and 
stone setter; best of references; must 
be permanent. Address ‘“F., 6495,” 
care Jewelers’ Circular. 


HEAD WATCHMAKER desires a _ per- 
manent position with a _ prominent 
house; first class references.. Address 
“B., 6399,” care Jewelers’ Circular. 


Al WATCHMAKER, engraver, jobbing 
jeweler, salesman, etc., 25 years’ ex- 
perience, wishes’ position at once. 

R. - Wilhelm, 38 Tacoma, Buffalo, 


aN. 














MAN OF ACTION, 
salesman, desires connection with a 
store of action. Address “Y., 6581,” 
care Jewelers’ Circular. 


FIRST CLASS polisher and lapper on all 
kinds of jewelry, wants steady position; 
willing to go. out of town. Address 
“M., 6398,’’ care Jewelers’ Circular. 


experienced retail 








POLISHER, LAPPER and colorer, 20 
years’ experience on fraternity and 
other lines; bright stripping. Address 
“K., 6395,’ care Jewelers’ Circular. 


ENGRAVER, SALESMAN, jewelry and 
clock repairman, will start on trial. 
W. W. Cheney, 41 Prospect St., Pitts- 
field, Mass. 


MELTER AND PRESS HAND wishes 
position; thoroughly experienced on 
white gold and solders. Address “J., 
6525,” care Jewelers’ Circular. 











YOUNG MAN, 21, wishes position as gen- 
eral help with a reliable wholesale or 
retail concern. Address “B., 6584,” 
care Jewelers’ Circular. 





LETTER ENGRAVER, long experience on 
monograms and inscriptions; competent 
designer. “Jeweler,” 1108 N. Main St., 
Pleasantville, N. J. 





Al WATCHMAKER desires permanent 
position; 20 years’ experience on high 
grade watches; good references. Ad- 
dress ‘“S., 6565,’’ care Jewelers’ Circular. 


WATCHMAKER, clock and jewelry re- 
pairer, desires position; references fur- 
nished, or would call to see if nearby. 
Joseph Gentile, 216 Chestnut St., West 
Reading, Pa. 





CANVASSER WITE CAR seeks connec- 
tion with firm selling silver table-ware 
on instalment plan; novelties and 
clocks as_ side line. Address ‘X., 
6446,’ care Jewelers’ Circular. 





YOUNG LADY, past eight years with 


watch importing house, wishes posi- 
tion as order clerk; also take full 
charge foreign end. Address “V., 


6471,” care Jewelers’ Circular. 





JEWELER, experienced gold and plati- 
num, new and repairs, on watch cases, 
wants position; store preferred; New 
York or out of town. Address “C., 
6448,"" care Jewelers’ Circular. 





MESSENGER, man, 35, desires position 
general utility; guard, messenger; 
clean-cut appearance; best reference 
as to character. Address ‘‘Y., 6475,” 
care Jewelers’ Circular. 





WATCHMAKER, experienced, young 
man, would like to work on commis- 
sion basis, or part time; can estimate 
on repairs; best references.- Address 
“A., 6477,’° care Jewelers’ Circular. 





ENGRAVER AND WATCHMAKER, . 20 
years’ experience in both lines of work, 
would like position in first class retail 
store; best references. Address “‘O., 
6456,’ care Jewelers’ | Circular. 





DESIGNER AND MODELER on high 
grade platinum diamond jewelry, de- 
sires a position with reliable concern; 
best references. Address ‘“J., 6441,’’ 
care Jewelers’ Circular. 





JUNIOR CERTIFIED WATCHMAKER 
and graduate of Bowman ‘Technical 
School, desires permanent position; ex- 
perienced and capable of ~— grade 
work. Address H. F. Wantz, York, Pa. 





A-1 WATCHMAKER, JEWELER and 
clock repairer, age 39, 22 years’ exper- 
ience, A-1 reference, desires a perma- 
nent place with a good jeweler. W. E. 
Kinser, 918 Millville Road, Altoona, Pa. 





MARRIED MAN, retail salesman, wishes 
position with reputable concern; 15 
years’ experience. Address “V., 6582,” 
eare Jewelers’ Circular. 





SALESMAN DESIRES LINE for New 
York City; have following, jewelry and 


department stores; references. Ad- 
dress “E., 6352," care Jewelers’ Cir- 
cular. 





YOUNG MAW desires permanent position 
as watchmaker; excellent references; 
will go anywhere; salary $15 ner week 
to. start. Address “S., 6242,’ care 
Jewelers’ Circular. 





EXPE! !NCED watch repairer and good 
saless.an, a man who can take com- 
plete charge; come at once if perma- 
nent position; best reference. Address 
“"M., 6276,” care Jewelers’ Circular. 





WATCHMAKER, <A-1 MECHANIC, 20 
years of experience, desires permanent 
position New York or vicinity. Ad- 
dress ‘‘N., 6451,” care Jewelers’ Cir- 
cular. 





A-1 WATCHMAKER, also good jeweler, 
registered optometrist in North Caro- 
lina; 20 years’ experience; state salary. 
Address ‘‘A., 6426,’’ care Jewelers’ Cir- 
cular. 





A-1 WATCHMAKER, long experience, 
best reference, and man of ability, 
will take steady position at $25 per 
week. Address illiam Harney, Poult- 
ney, 





CLOCK AND JEWELRY REPAIRER, 
can wait on trade, trim windows, 
assist.on watches, etc. Address G. W. 
Marvin, 51 So. Main St., St. Albans, 


WATCHMAKER, JEWELER, clock re- 
pairer and engraver, young man, 20 
years’ experience; American; best 
references. Address ‘“B., 6482,’’ care 
Jewelers’ Circular. 





EXPERT watchmaker, jeweler, engraver, 
diamond setter; large cities only where 
expert is needed; state wages; at once. 
on T. Lambert, 1219 12th St., Augusta, 

a. 





EXPERIENCED WATCHMAKER wishes 
permanent position; also optometrist; 
do some clock and jewelry work; 
married, 33 years old. D Yoho, 
Watseka, IIl. 





SALESMAN WISHES POSITION with 
reputable concern; proven _ ability; 
Eastern road work preferred; owns 
car. Address ‘H., 6394,’ care Jewelers’ 
Circular. 





YOUNG MARRIED MAN desires place 
as watch, clock, light jewelry repair 
man; own tools; reference. m. J. 
a 361 S. Washington St., Tiffin, 

Oo. 





WATCHMAKER, 25 years’ experience; 
steady position in watch repairing de- 
partment; Pittsburgh district preferred. 
= “E., 6390,’ care Jewelers’ Cir- 
cular. 





EXECUTIVE, retail jewelry store; com- 
plete knowledge of merchandising dia- 
monds, watches and jewelry; proven 
advertising ability. Address ‘‘J., 6393,’ 
care Jewelers’ Circular. 





SINGLE MAN OF 22 wishes position as 
watchmaker and engraver; have just 
finished at Bradley; will go anywhere 
and work very reasonable. ‘‘Watch- 
maker,’’ 605 Bradley, Peoria, Ill. 





Vermont. 

WATCHMAKER, first class mechanic, 
30 years’ experience on high grade 
watches, bracelet and complicated 
watches. Address ‘“B., 6478,’’ care 


Jewelers’ Circular. 





SALESMAN, age 31, married, experience 
cash and credit store; can make self 
generally useful and produce results. 
Address “Salesman, 6528,” care Jewel- 
ers’ Circular. 
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WATCHMAKER, 10 years’ experience, 
desires | a> gage reasonable salary; own 
tools; best reference; married. Ad- 
— “A. L.,” 52 Ward Place, Hartford, 

onn. 


WATCHMAKER, young, experienced, ex- 
pert on all grades; sales ability; neat 
appearance; best references. Cc. F. 
4 re 106 So. Cedar St., Nokomis, 








YOUNG MAN, RETAIL SALESMAN with 
14 years of varied experience, desires 
position; wholesale or retail; excellent 
references. 
Jewelers’ Circular. 


JEWELER, platinum work, repairing, 
stone setting, desires permanent posi- 
tion; 23 years’ experience; age 38, 
married. Address Apt. 205, 1143 N. 
Coronado St., Los Angeles, Cal. 


FIRST CLASS engraver, jewelry designer, 
clock and jewelry repairer, 20 years’ 
experience, wishes permanent position 
in first class store. Address “P., 6501,” 
care Jewelers’ Circular. 


BOOKKEEPER, CASHIER, young lady, 
experienced in wholesale watch and 
jewelry business, thoroughly familiar 
with all details; A-1 references. Ad- 
dvess “O., 6498,’ care Jewelers’ Circular, 


WATCHMAKER, first class, Swiss, 25 
years’ experience, wishes position; last 
position 10 years; Al references; will 
go anywhere. Address “X., 6595,” care 
Jewelers’ Circular. 


YOUNG LADY, experienced retail jewelry 
saleswoman, stenographer, bookkeeper ; 
refined, capable and loyal; moderate 
salary; New York City only. Address 
“A,, 6597,” care Jewelers’ Circular. 


STOCK AND ORDER CLERK, young 
man, experienced, seeks position with 
reputable watch importers or jobbers. 
Address ‘“A., 6583,” care Jewelers’ Cir- 
cular. 


SALESMAN, Southern territory, Wash- 
ington to Texas; 21 years’ experience; 
following in best jewelry stores. Ad- 
dress “‘M., 6574,”" care Jewelers’ Cir- 
cular. 


SALESMAN, New York City, Philadel- 
phia, Baltimore and Washington; have 
following jewelry and department 
stores. Address “L., 6575,” care Jewel- 
ers’ Circular. 


WATCHMAKER, age 45, married; salary 
or percentage, or will open shop at any 
place that needs me; convincing refer- 
ences. ‘“Watchmaker,” Box 53, Ply- 
mouth, N. C. 


RETAIL JEWELRY SALESMAN, thor- 
oughly experienced in every phase of 
business; capable of taking charge of 
a retail store; references. Address “A., 
6576,” care Jewelers’ Circular. 


FANCY JEWELRY; young man who can 
make wire fancy earrings and neck- 
laces; very able, fast, experienced ; 
moderate salary. Address ‘“A., 6547,” 
care Jewelers’ Circular. 


MANAGER, thoroughly experienced in 
every branch of the instalment jewelry 
business, seeks connection with respon- 
sible outfit. Address “R., 6545,” care 
Jewelers’ Circular. 


WATCHMAKER AND ENGRAVER, first 
class in both lines; age 33, married; 
14 years’ experience ; engraving 
samples sent on request; best refer- 
ences. M. F. Eaton, Galeton, Pa. 


Al WATCHMAKER, 17 years’ experience 
on high grade watches, desires perma- 
nent position; can furnish best refer- 
ences. A. Kleinberg, 77 Keap St., 
Brooklyn, N. Y. 


FIRST CLASS WATCHMAKER, sales- 
man, jewelry and clock repairing; 17 
years’ experience; references; salary, 
$30 per week. “Watchmaker,” 1626 
Central Ave., Dubuque, Ia. 


















































JEWELER on repairs, new work, plati- 
num or gold, flat top setting, store or 
trade shop: go anywhere: small waves: 
good references. Address “Circular, 


373,” 367 W. Adams St., Chicago, Ill. 





Address “C., 6516,” care. 





CERTIFIED WATCHMAKER, bracelet 
watches, railroad work for 20 years; 
American; go anywhere; work two 
weeks, employer’s set salary; ready to 
start. Address L. R. Bryant, N. Read- 
ing, Mass. 






FOREMAN AND DESIGNER; best ex- 
perience to manage shop connected 
with big store, or as manager of re- 
pair department; over 20 years’ experi- 
ence; willing to go anywhere. Address 
“C., 6483," care Jewelers’ Circular. 





WATCHMAKER, Al, very best refer- 
ence, 16 years’ experience on railroad 
and high grade Swiss watches; am 
efficient salesman and jewelry repairer ; 
will go anywhere. Address “‘G., 6270,” 
care Jewelers’ Circular. 


ENGRAVER, high class, lettering and 
heraldry, fast and _ reliable, seeks 
change; must be permanent; samples 
and references upon request; best offer 
gets me. Address “Desirable, 6387,’ 
care Jewelers’ Circular. 





YOUNG LADY, bookkeeper, stenographer, 
typist, nine years’ experience with two 
diamond importing firms; capable of 
taking charge of office: references. Ad- 
dress “L., 5911,” care Jewelers’ Cir- 
cular. 


SALESMAN, experienced selling high 
grade line ladies’ watch cases to whole- 
sale trade; following New York City 
and East: also consider watch bracelet 
line. Address ‘‘N., 6299,’’ care Jewelers’ 
Circular. 


WATCHMAKER’S AND JEWELER’S 
supply clerk, age 38; 18 years’ experi- 
ence; conscientious worker; best refer- 
ences; no objection to location. Ad- 
— “K., 6440,” care Jewelers’ Cir- 
cular. 


WATCHMAKER AND SALESMAN, with 
cash and credit managerial experience, 
desires to affiliate with high grade con- 
cern in Eastern or New England States. 
ogee “H., 6436,” care Jewelers’ Cir- 
cular. 


JEWELER, ENGRAVER AND SETTER, 
14 years’ experience; A-1 workman, 
young, neat and of good habits; Amer- 
ican; excellent reference. Address 
al 1334 Marshell St., Benwood, 

a. 


WATCHMAKER, long experience on all 
grades, makes, sizes; fast and high 
grade mechanic; close timing and com- 
plicated work; full charge of repair 
work. I. Natanson, 1250 Morrison Ave., 
New York. 


EXPERT TOOLMAKER, 14 years’ ex- 
perience, exceptional experience on 
piercing tools, also forces and bending 
tools for rings and brooches; A-1 refer- 
ences. Address “H., 6439,” care 
Jewelers’ Circular. 


YOUNG LADY, thoroughly experienced 
in instalment business, bookkeeping, 
stenography and collection work; fur- 
nish high credentials; salary no object. 
—— “C., 6429,”" care Jewelers’ Cir- 
cular. 


WATCHMAKER, A-1, all makes, 12 
years’ experience, also jewelry repair- 
ing, ring sizing, etc.; all tools; best 
references; reasonably low _ salary. 
Urnest Vaillant, 3919 Barnes Ave., New 

ork. 


A-1 POLISHER, LAPPER, COLORER., 
expert on platinum and gold bright 
stripping, watch-cases, rings, jewelry, 
etc.; long experience; good references; 
will go anywhere. Address ‘‘K., 6445,” 
care Jewelers’ Circular. 


WANTED, POSITION as jeweler and 
stone setter, by rapid, accurate and 
careful man; have 20 years’ experience; 
only first class shop or retail store. 
Address ‘‘W.B.E., 6432,’’ care Jewelers’ 
Circular. 


HIGH GRADE WATCHMAKER; Swiss 
or American; expert workmanship; 
salesman with good appearance; per- 
centage basis or salary; references. 
Edward Hite, 354 Woolsey’ Ave., 
Astoria, New York City. 


JEWELER, DIAMOND SETTER and en- 
graver, wishes position; expert on spe- 
cial orders, diamond setting and en- 
graving; also can do some watch work; 
30 years old, married. Address ‘Q., 
6459,”’ care Jewelers’ Circular. 









































JEWELER, long experience on all kinds 
of new and repair work, platinum and 
gold, expert on special orders, diamond 
setting and refining; willing to go out 
of town; good reference. Address ‘“‘P., 
6447,"" care Jewelers’ Circular. 





BOOKKEEPER AND STENOGRAPHER; 
over 10 years’ experience jewelry line; 
thorough knowledge all detail work; 
capable taking charge; references. Ad- 
= ““A., 6486," care Jewelers’ Circu- 
ar. 





SALESMAN, 16 years’ experience in 
watch business, Greater New York, 
Westchester, Long Island, and New 
Jersey, wishes connection with large 
house; highest references. Address 
“K., 6414,”’ care Jewelers’ Circular. 





SINGLE MAN, 21 years, wishes position 
as watchmaker, jeweler and engraver; 
prefer Denver or Rocky Mountain 
States; Bradley training; work very 
reasonable. ‘“‘Watchmaker,” 111 N. 
Institute, Peoria, Ill. 





WATCHMAKER, railroad inspection, 
first class work; position work on rail- 
road watches, also bracelets; salesman; 
references; 25 years’ experience. Ad- 
dress Arthur L. James, 508 Grace St., 
Elgin, Il. 





COMBINATION MAN, first class watch- 
maker and jeweler, thorough experience 
on railroad and small bracelet watches; 
can do diamond setting and plain en- 
graving; references. Address “S., 
6423,”’ care Jewelers’ Circular. 





YOUNG SINGLE MAN, 18, has just fin- 
ished complete course at Bradley, ready 
for position September 1; will work 
reasonable; prefer Wyoming or Mon- 
tana. Address ‘“‘Watchmaker,’” 2213 
Main St., Peoria, Ill. 





SITUATION by an all around jeweler, 
experienced on diamond setting, new 
and special order and jobbing; 25 years’ 
at the bench; married; I am not a 
watchmaker or engraver. Carl DeFord, 
2421 S. E. 8th St., Des Moines, Ia. 





FIRST CLASS watchmaker, engraver, 
can also wait on trade and do light 
jewelry repairing, age 32, 12 years’ ex- 
perience, desires change; pleasing per- 
sonality. Address ‘‘Watchmaker,”’ P. O. 
Box 131, Long Beach, Calif. 





SALESMAN AND DIAMOND SETTER, 
for retail jewelry store; excellent ap- 
pearance; best recommendations; save 
sales by having diamond setter on 
premises. Address “R., 6524,” care 
Jewelers’ Circular. 








A-1 WATCHMAKER, fine mechanic, 25 
years’ bench experience; capable of 
taking in and estimating work: can act 
as salesman: neat, clean and steady 
workman. Address “N., 6497,” care 
Jewelers’ Circular. 





CERTIFIED WATCHMAKER, first class 
mechanic, can take charge of repair de- 
partment; married, age 30: nationality, 
American; salary or commission. Ad- 
dress “M. M., 6496,” care Jewelers’ 
Circular. 





EXPERIENCED WATCHMAKER and 
combination man, desires position; also 
do flat top diamond setting and plain 
engraving; age 39. Address Mack 
n 349 Chestnut St., Rock Hill, 





SALESMAN, long retail experience, dia- 
monds, watches, available September, 
wishes to connect with reliable house; 
familiar all branches of trade; refer- 
ences ; reasonable salary. Hauser, 4300 
Drexel Blvd., Chicago, Il. 





JEWELER, 20 years’ experience on 
platinum, gold work, repairing and dia- 
mond setting, desires permanent posi- 
tion anywhere with reliable firm: best 
references; married. Address Brennan, 
512 N. Sycamore, Los Angeles, Cal. 





FIRST CLASS WATCHMAKER, have 
best references, repair all makes: 19 
years’ experience; no watch too small 
or complicated; guarantee good work: 
reasonable salary. Address “F., 6520,” 
care Jewelers’ Circular. 





(Special Notices continued on page 186) 
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SITUATIONS WANTED—Continued 





DESIRE CHANGE, now have charge of 
credit store in Middle West; 15 years’ 
experience in both credit and cash 
stores; 36 years of age, married; best 
references. Address “E., 6519,’’ care 
Jewelers’ Circular. 


WATCHMAKER, married, desires steady 
position; eight years’ experience and 
Bradley Horological training; experi- 
enced at selling, clock repairing and 
giving estimates on work. R. E. Stud- 
well, Hillsdale, N. J 


Al WATCHMAKER, jeweler and en- 
graver, 17 years’ experience at the 
bench; will go anywhere; will be open 
for change after September 1. Ad- 
dress ‘H., 6555,’’ care Jewelers’ Cir- 
cular. 


WATCHMAKER, competent and fast on 
all kinds of watches; 25 years’ experi- 
ence as front and shopman with lead- 
ing American concerns; good refer- 
ences. Address « oe 6538,” care 
Jewelers’ Circular. 


POSITION WANTED, traveling sales- 
man or manager, assistant manager, 
salesman or head watchmaker of retail 
store ; middle age, married; good health 
and best of references. Address “O., 
6562,’’ care Jewelers’ Circular. 

















PLATER, 27 years’ experience, chromi- 
um, gold, silver, bronze, etc., on all 
metal in all finishes; capable of tak- 
ing charge or installing plating and 
polishing department. Address “U., 
6546,’’ care Jewelers’ Circular. 


BOOKKEEPER, STENOGRAPHER, thor- 
oughly experienced, watchmakers’ and 
jewelers’ supply house; complete charge 
controls, trial balance; accustomed to 
details; best references. Address ‘“‘K., 
6560,’’ care Jewelers’ Circular. 


EXPERIENCED JEWELER all kinds 
new work, repairs, flat top setting; go 
anywhere; store, tradeshop, factory; 
accept board, room and small wages; 
good references. Address “Circular, 
6544,” 367 W. Adams St., Chicago, Il. 








WORKING FOREMAN, high grade white 
gold all-around jeweler, have creative 
ability; good designer; can take charge 
of shop and men; age 38; married; 22 
years in trade; best references. Ad- 
= “W., 6472,’’ care Jewelers’ Cir- 
cular. 





CREDIT JEWELRY EXECUTIVE at 
present employed, seeks change; 20 
years’ credit experience; full knowledge 
credits, collections, buying, _ selling, 
merchandising and window trimming. 
a gaa “G., 6435,’’ care Jewelers’ Cir- 
cular. 





YOUNG LADY DESIRES POSITION 
manufacturing, wholesale or retail con- 
cern; thoroughly experienced in all, do- 
ing bookkeeping, stock records, special 
order work, repairs, waiting on trade, 
ete.; A-1 references. Address ‘“K., 
6442," care Jewelers’ Circular. 





WATCHMAKER with years of experience 
in large credit store on wrist and rail- 
road watches; salesmanship; could 
manage small store; best tools, ma- 
terials; finest references; desires bet- 
ter connection; prefers Washington. 
Address Box 616, Martinsburg, W. Va. 





CONNECTICUT OPTOMETRIST regis- 
tered, college graduate, capable and 
conscientious, good appearance, desires 
a permanent position with a first class 
jewelry store; moderate salary. Ad- 
dress “‘C., 6489,’ care Jewelers’ Circu- 
lar. 





RETAIL SALESMAN, 20 years’ experi- 
ence aS manager, buyer and salesman, 
familiar with all details of the retail 
jewelry business, would like to make 
connection with a reliable firm; A-1 
references. Address ‘‘D., 6487,’’ care 
Jewelers’ Circular. 





WATCHMAKER, JEWELER, engraver, 
capable of taking full charge; expert 
diamond appraiser: long store experi- 
ence; good on complicated watches and 
clocks; good habits; first class refer- 
ence. Address H. Kaufman, 842a 46th 
St., Brooklyn, N. Y. 





WATCHMAKER, 16 years’ experience 
watch and clock repairing, pivoting, 
take in and estimate, useful on light 
jewelry repairs; age 35, married; first 
class references; wishes _ situation. 
George Colvin, 47 W. 110th St., Chi- 
cago, Ill. 








ALERT YOUNG MAN seeks position as 
salesman with an exclusive shop hand- 
ling antiques, as well as modern pieces ; 
experienced and recommended. Ad- 
dress “C., 6585,” care Jewelers’ Cir- 
cular. 


A WEEK’S TRIAL will convince you of 
my ability as salesman in your store; 
I am a young man with wide experience 
and have for your observation creden- 
tials of high esteem. Address “E., 
6578,” care Jewelers’ Circular. 








YOUNG MAN desires position with retail 
or pawnbroking concern; thoroughly 
experienced in both; expert appraiser 
and salesman; finest references. Ad- 
dress “C., 6586,” care Jewelers’ Cir- 
cular. 


A MASTER WATCHMAKER, jeweler 
and expert engraver who does good 
window signs, cards and price tags, 
wants position during the Winter; South 
preferred. S. I. Echelbarger, Union- 
town, Pa. 


AN ALL AROUND MAN for jewelry 
store; expert watchmaker, jeweler and 
fine engraver; do good window signs 
and price cards; optical license for In- 
diana; wishes position in good store. 
Box 1091, Uniontown, Pa. 











POSITION WANTED in West or South- 
west by watchmaker, jeweler, engraver, 
stone setter; 20 years in the business; 
10 years in own business; able to man- 
age department or branch store; best 
of references. Address “P., 6222,” care 

- Jewelers’ Circular. 


STENOGRAPHER, 
years’ experience, 





BOOKKEEPER, 
young lady, four 


diamond and jewelry concern; com- 
plete charge; competent and ambitious; 
reasonable salary; A-1 reference. Ad- 
dress “F., 6434,” care Jewelers’ Cir- 
cular. 





ENGRAVER, with long experience in 
high class stores, desires position; 
modern monograms and fine inscrip- 
tions; would take winter position, East 
or South; best reference. Address 
“Gotham, 6525,” care Jewelers’ Cir- 
cular. 





ENGRAVER, SETTER and ornamental 
reproduction, designing, seeks perma- 
nent opening with department store or 
similar establishment; location optional ; 
formerly with Gorham, Durgin, Macy, 
Gimbel. Address “W., 6532,” care 
Jewelers’ Circular. 





EXPERT DIAMOND SETTER on white 
gold, platinum and all kinds of setting, 
with 20 years’ experience, wishes steady 
position with reliable concern; willing 
to go anywhere. Address James 

gas ga 319 Myrtle Ave., Brooklyn, 


aN. 





SALESMAN, has _ long’ acquaintance 
with the retail jewelers as well as 
department stores in California, would 
like to connect with reliable manufac- 
turer’s line for Pacific Coast; best of 
reference. Address “V., 6507,” care 
Jewelers’ Circular. 





CREDIT STORE MANAGER, young man, 
college education, several years’ com- 
petent experience, taking complete 
charge, selling, window trimming, 
checking credits, dunning collections, 
etc. Address “L., 6540,” care Jewelers 
Circular. 





BUYER OR SALESLADY, 18 years’ ex- 
perience in fine retail jewelry stores; 
capable of taking complete charge of 
sterling or plated silver, novelty, gift, 
china, glass or lamp departments; ex- 
perience in store and window decora- 
tion; excellent references. Address 
“L., 6443,” care Jewelers’ Circular. 


A PERSONAL INTERVIEW will con- 
vince you that advertiser is thoroughly 
experienced young woman of unusual 
ability ; well known wholesale and re- 
tail trade; can _ efficiently manage 
either ; dependable. Address WF 
6563,” care Jewelers’ Circular. 


EXPERT WATCHMAKER, age 42, 
single, 25 years’ experience on 
Swiss and American watches, de- 
sires position; Pittsburgh preferred. 
Erich Gruhlke, 715 Walnut St., 
McKeesport, Pa. 








REPRESENTATIVE, having established 


manufacturing and_ retail clientele, 
selling finest line platinum novelties, 
desires more complete line; Metropoli- 
tan area, Philadelphia; have car; travel 
anywhere; consider excellent side line. 
— “Z., 6476,” care Jewelers!’ Cir- 
cular. 


ENGLISHMAN, age 35, with 18 years’ 
experience on high class watch repairs, 
seeks permanent position; not a jewel- 
er, not an engraver, but an A-1 watch- 
maker; is industrious, conscientious 
and not afraid to work; East preferred, 
but will go anywhere; good references. 
Wm. Thomson, Box 786, Bisbee, Ariz. 








DESIGNER AND MODELER, on fine 
quality costume and = marcasite 
jewelry and white metal, desires 
position with reliable concern; best 
references. Address “C., 6473,” 
care Jewelers’ Circular. 





FIRST CLASS WATCHMAKER with 20 
years’ experience in Swiss and Ameri- 
can factories and stores, expert on 
baguette watch casing and repairing, 
wishes position with either first class 
wholesale or retail firm; would go any- 
where if opportunity is good. Address 
““H., 6408,’’ care Jewelers’ Circular. 





FIRST CLASS WATCHMAKER, eight 
years’ railroad work, ten years’ gen- 
eral repairs; optometrist, Ohio license; 
clockmaker, and general jewelry re- 
pairs; also do estimating and waiting 
on trade; 10 years’ present position; 
desires change by Fall. Address “G., 
6391,’"’ care Jewelers’ Circular. 


FIRST GRADE WATCHMAKER, ac- 
tive, reliable, for 11 years was in 
full charge of a large watch repair 
department in New York City; best 
of references. Address “‘L., 6541,” 
care Jewelers’ Circular. 








ATTENTION! If you could get services 
of best retail salesman, manager, etc., 
for your business for same salary you’d 
pay a poor one, wouldn’t you hire him? 
Prefer position out of New York but 
not essential; many years’ successful 
executive background. Address ‘“Confi- 
dential, 6596,” care Jewelers’ Circular. 


YOUNG LADY, with many years’ ex- 
perience desires to connect with 
reputable concern in an executive 
capacity; also experienced sales- 
woman for showroom. Address 
“M., 6450,” care Jewelers’ Circular. 


IF YOU ARE LOOKING for a competent 
young man on whom you wish to rely 
on for sales and other essentials in 
your establishment (such as attractive 
window dressing, taking on fine repairs, 
special orders, etc.), it may be worth 
your while to write ‘“‘F., 6579,’ care 
Jewelers’ Circular. 


CREDIT JEWELRY MANAGER, 15 
years’ experience in every branch 
instalment business, last nine years 
as store manager; age 32, married, 
American; best of references. Ad- 
dress “F., 6334, care Jewelers’ 


Circular. 

















WATCHMAKER, first class, Hungarian, 
age 39, over 23 years’ experience, spe- 
cialist on all makes and sizes American 
and foreign watches, including railroad, 
split second, repeater, etc., also clocks, 
wants steady position with reliable 
firm; go anywhere; moderate salary. 
— “H., 6271,” care Jewelers’ Cir- 
cular. 
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POSITION WANTED as _ traveling 
salesman to sell fine Swiss watches 3; 
acquainted with best wholesale and 
retail trade for 20 years, from Pitts- 
burgh to Pacific Coast and South- 
west; best of references. Address 
“K., 6292,” care Jewelers’ Circular. 


FIRST CLASS WATCHMAKER desires 
charge; high grade work on all grades 
and sizes; very fast and reliable; clean 
cut, pleasing personality; excellent 
salesman; capable of taking complete 
charge; 18 years’ experience; age 35, 
married; finest of references; will go 
anywhere. Frank Oergel, Pocatello, 
Idaho. 


JEWELER AND ENGRAVER, first 
class mechanic, good setter and 
carver, 20 years at the bench, de- 
sires position in good retail store; 
reference from all past and pres- 
ent employers. Address “W., 
6458,” care Jewelers’ Circular. 











A-1 SALESMAN, considered the best in 
Boston, desires to make connections 
with a reliable house in the East or 
Middle West; has had 20 years’ ex- 
perience as diamond buyer and head 
salesman for well known Boston house ; 
he is 42 years of age, Gentile, and of 
fine appearance; will travel. Address 
Ernest F. Brunelle, 1572 Commonwealth 
Ave., Brighton, Mass. 





WATCHMAKER with executive and 
sales ability to take charge of 


watch repair department, retail 
store; best of references; will 
personally interview within two 


hundred miles of New York. Ad- 
dress “D., 6433,” care Jewelers’ 
Circular. 





CERTIFIED WATCHMAKER _ desires 
connection with a high class store where 
only the best is the standard; 35 years 
of age, married; 17 years at the bench 
in factory and stores of the better class ; 
experienced front man and capable of 
taking full charge of department; A-1 
references; will go anywhere and prove 
that I am your man. Address “T., 
6506,” care Jewelers’ Circular. 





GIFT DEPARTMENT manager and 
buyer formerly held position in that 
capacity in one of fine jewelry 
stores in Middle West; lady seeks 
position in similar capacity; has 
record of successfully operating 
gift department. Address “W., 
6509,” care Jewelers’ Circular. 





HEAD WATCHMAKER for one of the 
South’s oldest stores desires change with 
view to future managerial position or 
partnership; expert on fine bracelet and 
railroad work; [8 years’ experience: 
thoroughly understands handling de- 
partment; good character; neat appear- 
ance; best references; go anywhere; no 
instalment houses. Address “D., 6518,” 
care Jewelers’ Circular. 





MAN, 35 years of age, desires con- 
nection; traveled South past 10 
years for prominent loose diamond 
and diamond ring house; _ has 
knowledge general line, assorting 
and mounting; references unques- 
tionable. Address “‘C., 6549,” care 


Jewelers’ Circular. 








BOOKKEEPER, STENOGRAPHER, sec- 
retary, young lady, thoroughly experi- 
enced in diamond jewelry and watches, 
manufacturing, importing, jobbing; en- 
tirely competent in details of office 
management, including accounting, cor- 
respondence and _ general office pro- 
cedure; resourceful, tactful handling 
sales and interviews; highest trade 
credentials. Address “G., 6554,” care 


Jewelers’ Circular. 





A-1 WATCHMAKER, German, age 27, 
married, desires position in better 
class store; 13 years’ factory and 
retail store experience; specialist 
on bracelet and railroad watches, 
position work; fast and accurate; 
best references; $35 per week; go 
anywhere. Address “D., 6493,” 
care Jewelers’ Circular. 





SALESMAN-MANAGER, 12 years’ gen- 
eral jewelry experience, excellent win- 
dow display and credit man; have un- 
usual and sound ideas for sales promo- 
tion and reduction overhead; seeking 
connection with progressive jeweler ; 
American, high school graduate, pre- 
sentable appearance; age 31; can cre- 
ate business and good will for you; 
expect to be paid what I am worth, 
either salary or percentage. Address 
“S., 6564,” care Jewelers’ Circular. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a 





SALESMAN on the Pacific Coast, well 


acquainted with the trade, wants an- 
other line. Address ‘‘T., 6422,’’ care 
Jewelers’ Circular. 





SALESMAN carrying a commercial line 


of platinum jewelry in Metropolitan and 
surrounding territories, wants a non- 
conflicting line in conjunction. Address 
“X., 6572,” care Jewelers’ Circular. 





SALESMEN with large following among 


Eastern wholesalers, desires watch, 
jewelry or kindred lines for wholesale 
trade; give full information; excellent 
references furnished. Address “R., 
6504,” care Jewelers’ Circular. 





SALESMAN, 20 years selling to retail 


jewelers in New Jersey, Delaware, 
Maryland and Washington, D. C., wishes 
side lines of signet rings, stone rings, 
mountings, loose and mounted diamonds 
and novelty jewelry, with reliable 
manufacturers. Address “S., 6505,” 
care Jewelers’ Circular. 





SALESMAN, 


possessing producing 
ability, with large personal follow- 
ing of many years standing among 
jobbers and large retailers, desires 
representation for Pacific Coast on 
commission basis; can furnish high- 
est references; only well rated 
houses will be considered. Address 
“L., 6396,” care Jewelers’ Circular. 





MANUFACTURER’S AGENT represent- 


ing two factories desires another con- 
nection; only such articles considered 
that can be sold by the leading jewelers 
in the larger cities; territory now cov- 
ered, New England and Eastern States. 
Address “K., 6594,” care Jewelers’ Cir- 
cular. 





ONE OF THE MOST WIDELY 


known diamond salesmen in the 
industry can use two representative 
lines in conjunction with his loose 
line; preferably a platinum also 
white gold line; selling to the finest 
retailers, jobbers, and instalment 
jewelers in the Middle West; if your 
line is worthy, I can place it. Ad- 
dress “Q., 6413,” care Jewelers’ 
Circular. 











Side Lines. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








WANTED, SALESMEN to sell as side 


line in all territories except California, 
jewelry novelty retailing at $5; have 
sold 10,000 in two years. Address “A., 
6511," care Jewelers’ Circular. 


SIDE LINE, ILLINOIS; salesman to carry 
line of imitation crystal beads on com- 
mission; Wisconsin, Illinois, Indiana 
open; references. Address “E., 6485,’’ 
care Jewelers’ Circular. 


IMPORTER of beads and costume jewelry 
has territory open for Far West and 
South; commission basis; state experi- 
ence in first letter. Address “G., 6592,” 
care Jewelers’ Circular. 








SALESMEN to represent manufacturer 


of high grade pierced pendants, earrings 
and bracelets in sterling and chromium ; 
all territories open; commission basis; 
state particulars. Address “I., 6530,’ 
care Jewelers’ Circular. 





SALESMAN to sell high grade platinum 
and white gold mountings, and wed- 
ding rings; covering Southern terri- 
tory; straight commission basis. Ad- 
eae “*‘A., 6479,”" care Jewelers’ Circu- 
ar. 





SALESMAN FOR BEAD HOUSE; must 


have good following among department 
jewelry stores and specialty shops; 
commission basis only; all territories. 
— “M., 6559,” care Jewelers’ Cir- 
cular. 





SALESMAN WANTED to carry small 


side line of pearl, crystal and novelty 
necklaces for jewelry and better depart- 
ment store trade; commission basis; all 
territories except East; state full par- 
ticulars first letter. Address “D., 6550,” 
care Jewelers’ Circular. 





GOOD PROPOSITION; good salable prod- 


uct for live side line men; manufac- 
turers of Ejector automatic cigarette 
case have much valuable territory 
available; write now and get started in 
time for holiday business. Lyons Manu- 
facturing Co., Mt. Carmel, Conn. 





PACIFIC COAST REPRESENTATIVE 


wanted, calling on wholesale trade, 
to carry well known watch im- 
porter’s line; state lines now car- 
ried. Address “R., 6421,” care 
Jewelers’ Circular. 








SALESMAN WANTED for side line; 


long established manufacturing jeweler 
desires salesman to carry as side line, 
high-grade, newly patented, _ inter- 
changeable emblem ring on commission 
basis; must have established well rated 
retail trade; New York city and 
vicinity; one who is member of fra- 
ternal organizations preferred. Ad- 
pect ne “P., 6460," care Jewelers’ Cir- 
cular. 








~ Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





WATCHMAKER, good salary; must have 


$2,000-$3,000. 


Ulrich, 2914 Third Ave., 
New York. 





WATCHMAKER in popular price store, 


full or spare time. Lenox Jewelry Co., 
160 W. 125th St., New York. 





WANTED, MANAGER for credit jewelry 


store; state full particulars. Address 
“J., 6410," care Jewelers’ Circular. 





WATC 


HMAKER, JEWELERS or opticians 
looking for a position, please write to 
Henry Paulson & Co., 87 So. Wabash 
Ave., Chicago, Il. 





EXPERIENCED SAMPLE MAKER on 


solid gold watch cases; one who can 
originate new ideas. Address ‘‘O., 6455,” 
care Jewelers’ Circular. 





SALESMAN, managing qualities; must 


have $5,000-$10,000 to invest; credit 
oe Ulrich, 2914 Third Ave., New 
York. 





WANTED, aggressive and experienced 


salesman, for a Swiss watch line; old 
established importer. Address “A, 
6384,’" care Jewelers’ Circular. 





ALL AROUND jewelry repair man, who 


can also do clockwork: hustler; New 
York. Address “C., 6591,” care Jewel- 
ers’ Circular. 
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HELP WANTED—Continued 





TRAVELING REPRESENTATIVE; good 
well known line; good territory; com- 
mission. Apply Henry Paulson & Co., 
37 S. Wabash Ave., Chicago, Ill. 


BOOKKEEPER; must have experience in 
the jewelry line, and be familiar with 
all office work. Address “‘V., 6571,” 
eare Jewelers’ Circular. 








WATCHMAKER in jewelry store, full or 
spare time; popular price store. Lenox 
Jewelry Co., 160 W. 125th St., New 
York. 


WATCHMAKER, ENGRAVER, clock and 
jewelry repairer; permanent position 
for reliabie man; state age, experience 
and sa.ary in first letter. Address “Q., 
6502,” care Jewelers’ Circular. 








WANTED, watchmaker and jewelry re- 
pairer, for two or three months, to 
start September list; good wages; state 
experience and_ reference. Address 
“R., 6462,’ care Jewelers’ Circular. 





SALESMAN, experienced for tool and 
material line; commission, no drawing 
account: must have own car. Write 
Meyer Jewelry Co., Boley Bldg., Kan- 
sas City, Mo. 


WANTED, JEWELER, ENGRAVER and 
stone setter, with retail store experi- 
ence; steady job to right men; write 
reference, age, experience and salary 
expected in first letter A. G. Kahn, 
Pine Bluff, Ark. 








WANTED, competent watchmaker with 
railroad inspection experience, by old 
established Chicago concern; permanent 
position; must invest $1,000 or more in 
company’s 8% preferred stock. Ad- 
dress “K., 6274,’’ care Jewelers’ Cir- 
cular. 


CREDIT JEWELRY SALESMAN, now 
unemployed; good opportunity for sub- 
stantial income in our outside sales of- 
ganization; previous outside experience 
unnecessary; no house-to-house work ; 
training with pay and liberal commis- 
sions and drawing account; inside credit 
store men without previous outside ex- 
perience aic averaging over $60 per 
week in our employ. Apply to Mr. 
Sander, Rotbart Bros., 9th and Prospect, 
Cleveland, Ohio. 





JEWELER-FOREMAN ; small shop, near 
Detroit, manufacturing school and fra- 
ternity jewelry, will have permanent 
position open late in fall; applicants 
must be first-class all-round jeweler, 
capable of diamond setting, melting and 
polishing and must be experienced in 
making and setting fraternity pins with 
whole und half pearls; permanent posi- 
tion with excellent prospects for bet- 
terment in salary and position to right 





party. Address “Circular, 371,” 367 W. 
Adams St., Chicago, III. 
WANTED, energetic experienced sales- 


man who knows credits and collections, 
can dress impelling windows and write 
producing ads, for a jewelry, optical, 
musical and sporting goods store; ap- 
plicant must be a first class diamond 
and watch salesman; must have initia- 
tive and originative ability; first class 
references required; state age, whether 
married, and salary or salary and com- 
mission expected; will pay fare within 
300 miles for interview. H. . Blase, 
_ 1893, 64 S. Main St., Wilkes-Barre, 
a. 








Sor Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





FOR SALE, old reliable jewelry store, 
established by Julius Koenig in 1865; 
taken over by B. F. Sieger in 1897. 
B. F. Sieger, 1326 Turnpike, Erie, Pa. 





SALESMAN; manufacturer of platinum 
diamond jewelry and up-to-the-minute 
platinum diamond watches, wants a 
representative with a following among 
better class retailers; unlimited terri- 
tory. Address ‘“‘T., 6467,’ care Jewel- 
ers’ Circular. 





FIRST CLASS diamond setter, jewelry 
manufacturer, and engraver for fine 
retail store in Central States, also gen- 
eral work in the store; state experi- 
ence, salary and give references. Ad- 
dress ‘“‘D., 6403," care Jewelers’ Cir- 
cular. 





ENGRAVER-SETTER:; possibly as fore- 
man; successful established shop, 12 to 
15 men; Middle West, town 18,000; part 
time and pay with advancement when 
business improves; must understand 
repairs, special orders; age, nationality, 
experience and particulars, own hand- 
writing in first letter. Address “E., 
6494,” care Jewelers’ Circular. 


WANTED, combination watchmaker 
and engraver; must be a man of 
unquestionable ability; send sample 
of engraving with application; 
permanent position and good sal- 
ary. H. J. Homrich, 316 9th St., 
Huntington, West Virginia. 








WANTED, SALESMAN of unusual 
ability, particularly as to diamonds, for 
credit jewelry store; a general knowl- 
edge of the credit jewelry business is 
desirable; give full information, age, 
nationality, married or single, experi- 
ence, and_ salary expected. White 
Bros. Co., 624 Canal St., New Orleans, 
La. 


SALESMAN for New York City, fully 
acquainted, long experience with 
department stores, resident offices 
and jobbers, for popular priced 
Swiss watches; only experienced 





need apply; excellent proposition. 
Address 
Circular. 


“K., 6539,” care Jewelers’ 





FOR SALE, jewelry store and repair 
business ; established 10 years. A. Gus- 
tafson Estate, Wilkinsburg, Pa., 30,000 
population. 





STORE established ten years; plenty of 
repairs; price $400; owner interested in 
out of town proposition. Address “I, 
6590,” care Jewelers’ Circular. 





MUST SELL; will sacrifice a long estab- 
lished jewelry store in New York 
City, due to accident in family; with 
or without stock. Address “E., 6377,” 
care Jewelers’ Circular. 





JEWELRY STORE, established 50 years, 
paper mill town, good location; ill 
health reason for selling; bargain; 
small capital required; no auctioneers. 
George A. Colton, Lee, Mass. 





JEWELRY STORE, up-to-date, for sale 
with or without stock; very good loca- 
tion: fine trade; rent reasonable; worth 
double; with lease. 552 Columbus Ave., 
near 86th St., New York; down-town 
“L’”’ station. 





FOR SALE, most promising small jewelry 
store in one of the best towns in 
Southern Colorado; all repair work one 
man can do; good reasons for selling; 
can reduce stock where $2,000 will han- 
dle. Address “W., 6249,” care Jewelers’ 
Circular. 





FOR SALE, jewelry and optical business, 
located in the heart of Kansas City, 
Mo.; stock will invoice $15,000 and 
fixtures about $3,500; owing to ill health 
will sacrifice; a good paying proposi- 
tion for the right man. Address “H., 
6529,” care Jewelers’ Circular. 





FOR SALE, JEWELRY STORE carrying 
about seven thousand dollar stock, show- 
ing good profits and a 20 per cent in- 
crease over this time last year; no old 
stock on hand; write R. B. Whipple, 
Independence, Kan., for further infor- 
mation; on account of other business 
which requires my attention, I must 
sell at once. 





FOR SALE, JEWELRY STORE located in 
community center of Grand Rapids, 
Mich.; 100% clean merchandise stock, 
$6,000; solid mahogany fixtures and 
other equipment, $4,000; will sell for 
$5,000 cash; good lease; low overhead; 
a business in volume and net profit of 
interest to the largest of stores; owner 
has other business in California. Ad- 
dress “R., 6536,” care Jewelers’ Circular. 





BEST PLACE IN UNITED STATES to- 
day to invest is Pahokee, Fla.; good 
truck farming; millions being spent by 
the United States Government on dikes 
and waterways; jewelry store with 
$5,000 stock; good business must be sold 
at once; drug business, good location, 
will sell cheap; many good truck farms 
must be sold. H. L. Hatton, Broker, 
Pahokee, Fla. 


For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a werd. 











SAFE (jeweler’s),. $100 delivered. Acme 
Safe Company, 44 West 29th St., New 
York. Bogardus 3252. 


WILL SELL 1,000 15-jewel fine Swiss 
watch movements at a sacrifice; sizes 
10% L. rad., 6% L. tonn., and 6% L. 
oval. Address “U., 6567,” care Jewel- 
ers’ Circular. 


WINDOW PLATFORM display complete ; 
regular price $450, will sell $110; ad- 
justable with slight change to any win- 
dow; New York City. Address “E., 
6553,” care Jewelers’ Circular. 


AMERICAN WATCHES, seconds, 
lete, Howards, Hamiltons, Elgins, 
Walthams, Illinois, South Bends, Bur- 
lingtons; all grades, all sizes; get our 
prices. Klar & Winterman, 2310 Elm 
St., Dallas, Tex. 














SPECIAL LOW PRICES fancy watch 
crystals, crowns, stems, jewels, round 
watch crystals, mainsprings; send for 
our bargain price list. Beck Bros., 
Wholesale Supplies, Noll Building, Fort 
Wayne, Ind. 





AMERICAN WATCHES, seconds, com- 
plete Howards, Hamiltons, Elgins, Wal- 
thams, Illinois, South Bends, Stude- 
bakers, all grades, all sizes; get our 
prices. Crescent Jewelry & Loan Co., 
327 Texas St., Shreveport, Louisiana. 











Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





EVERY EFFORT is made by The Jewel- 
ers’ Circular to keep its advertising col- 
umns clean. Advertisers under Business 
Opportunities, etc., must furnish trade ref- 
erences. Announcements must pass the 
strict censorship requirements of The 
Jewelers’ Circular. 





DO YOU WANT CASH for any part of 
your stock or stock and fixtures? Write 
or wire S. Siegel & Co., Keith Theater 
Bldg., Cincinnati, Ohio. 


CAN SELL your store, stock and fixtures 
for cash in ten days. Wire or write 
Robert E. Jones & Co., 3629 Wabash 
Ave., Cincinnati, Ohio. Jewelry auc- 
tioneers and brokers, 


WE ARE INTERESTED 
store for cash anywhere in the 


oem 

nited States if price is right. Write 
particulars to Rand’s, 301 Appleton St., 
Holyoke, Mass. 


YOUNG MAN, 25, eight years’ store ex- 
perience, will buy all or part interest 
in old established store, or will con- 
sider position. Address “F., 6587,” 
care Jewelers’ Circular. 


PARTNER WANTED for bead house; 
salesman calling on better retail and 
department stores; live wire, good fol- 
lowing; must invest $5,000. Address 
“L., 6558,” care Jewelers’ Circular. 








in buying a 
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BUSINESS OPPORTUNITIES—Cont. 








DON’T SELL your stock and fixtures un- 
til you see us; we come to see you at 
our own expense; we will pay you 
more. B. Wolff & Co., Jewelry Auction- 
eers, 156 E. 42nd St., New York. 


HAVE PAID the highest cash price 
for jewelry stores for 40 years; I 
am a positive buyer if you really 
want to sell. Isaac Rich, Room 516, 
387 Washington St., Boston, Mass. 


WANTED TO BUY, jewelry stores in 
North Carolina, South Carolina, Georgia, 
or Virginia; if you want to quit busi- 
ness and want the cash, write giving 
details; consult us before selling. N. D. 
Levy, 125 E. Main St., Durham, N. C. 


ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 
Joseph M. Gordon, Room 603, 
Province Bldg. Boston, Mass. 


AUCTION SALES CONDUCTED on a 
10% commission basis; no stock too 
small or too large; if you wish to re- 
tire or raise cash, wire or call us at 
once. Sterns Bros., Auctioneers, Room 
47, Jewelers Bldg., Boston, Mass. 


WANTED, SALESMAN, window trimmer, 
advertising man; must understand the 
jewelry business thoroughly; one who 
has really accomplished things; a small 
investment is necessary in an _ estab- 
lished cash and credit store. Huber & 
Dunker Co., Superior, Wis. 


HIGHEST CASH PRICES paid for 
jewelry stocks and fixtures; you will 
benefit by consulting us before sell- 
ing your stock. Brill & Brill, 10 
West 47th St., New York, N. Y. 
Telephone Bryant 9-1091. 


ARE YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erences of the highest order. Van 
Praag & Co., 545 Broadway, New York, 
established 1889. 


WANTED, AGENT with good con- 
nections, for the import of Japan- 
ese crystal beads; factory repre- 
sentative now located on Pacific 
Coast; state qualifications and 
references. Address “M., 6452,” 
eare Jewelers’ Circular. . 





























GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet 
enables us to pay you higher prices; 
all communications strictly confidential ; 
bank and trade references of the 
highest character. Write 37 Maiden 
Lane, New York. Telephone John 3454. 


HIGHEST CASH PRICES PAID for 
your surplus stock of diamonds, 
watches and jewelry; send your 
stock to me and receive money by 
return mail; national bank refer- 
ences; all business strictly confiden- 
tial. Emil Noel, 29 E. Madison St., 
Chicago, Il. 


OLD ESTABLISHED Chicago cash and 
credit jewelry and optical house, incor- 
porated under the laws of Illinois, needs 
about $25,000 for expansion program; 
capital secured by business assets and 
real estate valued at $127,500; prefer 
American to take active interest. Ad- 
ot “L., 6275," care Jewelers’ Cir- 
cular. 








FOR JEWELRY SPECIALIST with 
capital, there is an opportunity to 
control entire market, with corres- 
ponding possibilities of earnings, 
by the establishment of a large 
factory in country with already rich 
markets; trained technical and com- 
mercial personnel available. Box 
205, Maley, Times Building, New 
York. 


FIRST CLASS watch repairing; reason- 
able prices; expert on complicated 
watches; formerly with two leading 
Fifth Avenue houses. S. Sofia, 15 Park 
——. York. Telephone Barclay 





S. HELFGOTT, high-grade watchmaker 
for the trade, specializing in cutting 
wheels, parts for watches, clocks, 
chronometers and repeaters; satisfac- 
tion guaranteed; estimates upon re- 
quest. 64 Fulton St., New York. 





IF YOU WISH TO RAISE _MONEY 
quickly and surely, our dignified, ef- 
fective, personal, modernistic sales ser- 
vice for reliable jewelers will solve 
your problem; or if you wish to sell 
out, we will buy your complete jewelry 
stock and fixtures (large or small), 
and pay best cash price; all communi- 
cations treated in strict confidence. 
Write or wire, Simon Cohen, 527 White 
Building, Buffalo, N. Y. 


RAISE CASH QUICKLY; we special- 
ize in liquidating part or entire 
jewelry stocks at public auction, 
without any financial loss to the 
jeweler; with our method of con- 
ducting a sale, we uphold the rep- 
utation of the jeweler and gain the 
confidence of new customers; high- 
est references furnished. Brill & 
Brill, 10 West 47th St., New York, 
N. Y. Telephone Bryant 9-1091. 








GET THE CASH and more, too, from us; 
we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence ; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will, too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close 
out, otherwise ship your surplus goods 
and receive cash. Gordon Bros., 18 
Province St., Boston, Mass., formerly 
at 333 Washington St. 





Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





WANTED, optical instruments, fixtures 
and merchandise; stores and estates 


bought for cash. Joseph Stolper, 94 
Canal St., New York. 





WANTED TO BUY, two or three 
matched mahogany wall and _ floor 
cases; must be in good condition; when 
writing give full description. R. H. 
Nelson, Spencer, Iowa. 





NECKLACES of American pearls. Are 
buyers of necklaces of American pearls, 
different sizes, preferably bug pearls 
of different qualities, both good, medium 
and cheap. If you have some or can 


get them please communicate with 
Hugo Reich, 3086-32nd St., Astoria, 
New York. 
Eee 














Watch Work for the 
Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 


WATCH REPAIRER (established 1906) 
for trade; work guaranteed; all work 
done under personal supervision; 
prompt delivery; reasonable prices. 
PS “prc 562 Fifth Ave., New 
or 





EXPERT WATCH REPAIRING for the 
trade; fine work, close timing, prompt 
service; satisfaction guaranteed; 30 
years’ experience; give me atrial. L. 
L. Brasfield, 619 S. Akard St., Dallas, 
Texas. 





ROBERT A. QUICK, scientific watch- 
maker for the trade; you will be 
pleased with the prompt attention, 
results and reasonable prices; sat- 
isfaction guaranteed. 155 Rose- 
wood Terrace, Rochester, N. Y. 





THE ALTON WATCH COMPANY, spe- 
cialists in repairing Swiss, American 
and complicated watches for the trade; 
prices moderate; all work prompt and 
fully guaranteed; out of town work 
given special attention. Alton Watch 
Co., Repair Department, 116 Nassau St., 
New York. 





STEEL, THE RIGHT KIND: genuine 
Sandvik (Swedish) steel for lever and 
setting springs; $2 for five pieces, 4 x 
1%”, in assorted thicknesses, with direc- 
tions for making and_ tempering. 
Sandvik Watch Spring Co,, Inc., 88 Park 
Place, New York, N. ¥ Makers of 
Crescent, $2 per dozen; and Inspector, 
$3 per dozen, mainsprings. 





WATCH REPAIRING TO THE TRADE 
with a guarantee; positively no watch 
cleaning machine used; every move- 
ment taken apart; only experts em- 
ployed; seven day mail order service; 
at it since 1921; let us convince you. 

- A. Peck & Company (formerly 29 
East Madison St.), now located 55 E. 
Washington St., Chicago, Ill.; members 
National Jewelers Board of Trade. 








Special Order Mork and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





DESIGNING, etching, lettering, sports 
scenes, fine line etching of portraits, 
landscapes, and ornamentation relief or 
intaglio. J. J. Kwik, 512 Franklin 
Ave., Nutley, N. J. 


WE REPAIR EVERYTHING in watches 
and jewelry; we make parts for 
watches; write for shipping tags and 
yee list. United Watch & Jewelry 
+ gael Co., 4017 Fair Ave., St. Louis, 

o. 


GUN REPAIR WORK for the trade; 
expert shotgun, rifle, revolver and auto- 
matic pistol repair work; send for 
wholesale gun and ammunition cat- 
alogue. A. F. Stoeger, Inc., 509 Fifth 
Ave., New York. 











WATCH AND CLOCK REPAIRING; 
quick mail service. H. Izzet & Co., 154 
Nassau St., New York. Beekman 3-0396. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
(or send surplus stock and get cash 
by return mail) ; t references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 





SEND YOUR particular and difficult 
watch jobs to us; prices very reason- 
able; prompt service; watchmakers for 
the trade since 1922. H. Buytendorp, 
707 E. Main St., Richmond, Va. 


OLD CLOCKS made electric timekeepers! 
Our device does it with four screws; 
enormous profits; lowest price obtain- 
able. United Industries, 2945C Fuller- 
ton Ave., Chicago, IIl. 








ENGRAVING! watch dials engraved, 
enameled and finished, even lettering. 
For artistic work and real craftmanship 
have it done at Tornborgh’s, 64 W. 48th 
St., Room 1407, New York. Write, or 
phone Bryant 9-6945. 





quick servi 
Watkins 9-8661. George 
134 West 23rd St., New York. 


(Special Notices continued on page 190) 
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SPECIAL ORDER WORK and 
REPAIRS for the TRADE 


continued 








HASENJAEGER BROS. JEWELRY CoO., 
636 Arcade Blidg., St. Louis, Mo., experts 
on any watch, regardless of make; 
railroad watches given special atten- 
tion; jewelry repairing; diamond set- 
ting; platinum jewelry made to order. 


PEARL STRINGING; tenth year of 
perfect workmanship and service; 
twisting, weaving, matching, etc.; 
largest and best equipped estab- 
lishment of its kind. Louis Maisner, 
48 West 48th St., New York. 





AVAILABLE, ROOM in wholesale 
jeweler’s office; window facing Broad- 
way; suitable for optical department, 
engraver, watchmaker, crystal cutter, 
material department, diamond dealer, 
etc. ; reasonable rent. Cortlandt 7-1787- 
1788, New York. 


Lost. 


$50 REWARD for return of Howard 
watch, case 1011873, movement 1251246, 
Roman dial, 17 jewels; no questions 
asked. Howard L. Schreiber, 914 
Orange St., Wilmington, Del. 











Miscellaneous. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





GOLD MOUNTING done by hand; letters, 
shields, corners, clips, buttons on fine 
leather bags, wallets, etc.; have your 
gold trimmings from unsalable leather 
goods transferred to more salable mer- 
chandise at reasonable prices, by ex- 
pert; unquestionable references. Ss. 
Isacson, Manufacturer, 2 W. 28th St., 
New York. 


———EEE 


To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





PARTITIONED PRIVATE OFFICE; ser- 
vice; reasonable rent. Room 1205, 22 
W. 48th St., New York. 





SPACE TO LET for jeweler or setter; 
North light; all equipped; very reason- 
able. Phone BRyant 9-2261, New York. 





OFFICE SPACE FOR RENT, two win- 
dows, North light; suitable for diamond 
dealer. Room 1208, 48 West 48th St. 
New York. 





FOR RENT, JEWELERS BENCHES ; 
excellent light; $15 per month. H. 
ra & Co., 36 W. 47th St., New 
ork. 





JEWELER, established since 1890, will 
open branch store in Brooklyn and de- 
sires to rent space to optician; excel- 
lent location for optician. Address ‘‘D, 
6386,”’ care Jewelers’ Circular. 





EXCEPTIONAL NORTH LIGHT, suitable 
for manufacturing, watch and clock 
repairing, etc.; reasonable rent. Room 
803A, Eighth floor, 74 W. 46th St., 
New York. 





RIGHT OFF FIFTH AVE., beautiful light 
office, ideal for small jewelry concern ; 
three windows; $50; jewelry counter 
and safe can be included. Inquire 15 
West 37th St., 12th Floor, New York. 





DESIRABLE SPACE for watchmaker or 
engraver; north light; fine shop; tele- 
phone service and power. 7 W. 45th St., 
New York. Address “G., 6598,” care 
Jewelers’ Circular. 





EXCELLENT LOCATION for optician in 
large jewelry store on 125th Street, near 
7th Avenue; mutual arrangement can 
be made; big transient trade. Lenox 
Jewelry Co., 160 W. 125th St., New 
York, 





MAIDEN LANE manufacturing space; 
Holmes Electric Company has taken a 
long lease of the entire second floor of 
47-9 Maiden Lane, where that company 
will operate a complete central office 
with a staff of uniformed police, etc.; 
at no cost, added burglary protection Is 
automatically enjoyed by all tenants of 
this building; office and manufacturing 
space (fine natural light) available in 
units from 77 square feet to 1695 square 
feet; you should have a Maiden Lane 
address. Inquire at premises, or Han- 
ford & Henderson, Inc., Managing 
Agent, REctor 2-5500. 


WATCH CRYSTAL CEMENT, a real 
cement which actually holds crystals in 
place ; trial bottle 50c. Crystal Cement 
Co., P. O. Box 604, Laurel, Miss. 





GENUINE TIGER CLAWS, Elk teeth, for 
jewelry emblems; round or oval glass 
shades for covering clocks, etc. M. J. 
~ a. ce 989 Gates Ave., Brooklyn, 





SOMETHING NEW, change any clock 
into electric clock; easily attached in a 
few minutes; low price; big profit. 
Bestever Clock Co., 4316S Irving Park, 
Chicago, Ill. 





LEARN WATCH REPAIRING; practical 
courses for beginners and advanced 
students; day and evening sessions; 
enrollment limited. Standard Watch- 
makers Institute, 111 West 111th St., 
New York. Established 1921. 





WATCHMAKERS! Increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches,” and “Practical Balance and 
Hairspring Work’; circulars on re- 
quest. Walter Kleinlein, Waltham, Mass. 





LEARN WATCHMAKING and become in- 
dependent; we help you secure a posi- 
tion; easy to learn; send for free cata- 
log. St. Louis Watchmaking School, 
Dept. 7, St. Louis, Mo. Under the 
same management since 1886. 





PATENT YOUR IDEAS. Call or 
send me your sketch or sample for 
confidential advice ; trade-marks reg- 
istered in the United States Patent 
Office; free consultation. Z. 
Polachek, Registered Patent At- 
torney-Consulting Engineer, 1234 
Broadway, New York. 








YOU WANT A POSITION 

YOU WANT A SALESMAN 
“YOU WANT A WORKMAN 
YOU WANT TO EXCHANGE 
YOU WANT A PARTNER 
YOU WANT TO SELL OUT 
YOU WANT TO SELL TOOLS 
YOU WANT TO LET A PLACE 
YOU WANT ANYTHING 








USE THE 


Want Advertisements 


of the 
Jewelers’ Circular 











Classified 
Advertising 
must produce 


Results 


That's why those who 
have Stores, Stocks and 
Business FOR SALE use 
the Classified Advertis- 
ing Section of The Jewel- 


5] e 
ers Circular. 


Then there is the firm 
which needs help—an ad 
in the Help Wanted Col- 
umns brings a number of 
inquiries from which a 
selection can easily be 


made. 


In addition there are 
companies wanting Spe- 
cial—others who require 
new products to manu- 
facture and still others 
who want to sell their 
business — the Business 
Opportunities Section 


makes the contact. 


It Pays 
to use— 


The 


Jewelers’ Circular 
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“AMERICA’S LEADING JEWELRY AUCTIONEER” 
14 Maiden Lane JAMES L. HAND Reiger tiga 


“Handsale” New York 


Telephone 
Hitchcock 0288 
FIRST BY MERIT 


The Hand contribution to the cause of honest retailing is the Hand Auction! A 
dignified sale, the Fogg oa | value of which, and the stimulation of yourself 
and your clerks to Better Salesmanship and more up-to-date Merchandising fol- 
lowing the sale, will be worth Ten times its Cost! You can prove our Leader- 
ship by investigating our record! We must stand or fall on that record! The 
actual facts and figures are an illuminating record of unequalled success in the 
field of auctioneering. The customers we have served; the wholesale jewelers 
who know us personally; the Banks and Trust Cos. and United States and 
Canadian Courts who have placed in our hands Estates for liquidation; these 
can furnish the evidence upon which you must decide who is best fitted by 
character, by experience and by proved ability to conduct your sale. You are 
advised and helped in every way by one who, because of long experience in 
adjusting the financial ills of .!s thousands of clients, is able to give you the 
kind of help that will mean to you a Hopeful Prospect of Future Prosperity! 


Hand conducts all sales personally! No substitutes! Hand can sell only your 
own stock! No inferior merchandise sold under your reputation! Associated 
and conducting all sales with me is Mr. Chas. J. Wilbur, an auctioneer of great 


talent! 





The aggregate stocks of fifty representative stores, selected at random from the 
— many satisfied Hand clients, amounted to 


OVER FIVE MILLION DOLLARS! 


No Doubt the Largest Selling Record of Any Auctioneer in America! 











Investigate the Record, the Character, the Fi jal Responsibility of the man to whom you entrust not only your stock but your 
reputation as well. 








Be sure he is the kind of man you wish behind your counter, the type you can safely intro- 
SEND TODAY duce to your friends and customers—one to whom you can trust your reputation and business 
FOR THE —— 
It tells of the methods that have made ‘‘HAND SALES” go invariably successful. It gives 
“HANDBOOK ON AUCTIONS” facts and figures it is essential you should know before deciding a shall conduct = 
IT’S YOURS FOR THE ASKING sale. Every statement in this interesting book is based upon facts and every statemest 
can be proved by the written word of reputable jewelers. SEND FOR IT TODAY. 








To all Jewelers no matter how large or small their stocks the Hand services and methods are available! 
WRITE ME TODAY! DO IT NOW! 

















We buy quick for 
Spot Cash! 


All or part of your stock. 

You will be satisfied with our policy and prices. We 
have bought out many leading stores in nearly every 
State. Rating and references of the highest character. 
We can refer you to banks and many prominent 
merchants. 

Write us without obligation. 


BROOKLYN PURCHASING SYNDICATE 
Frank Walker, Proprietor 
610 Broadway, Brooklyn, N. Y. 





















J. A. CONN, Jr. 










































Telephone: Pulaski 1798 Note—Same address since 1898 L. B. BACH 
20 Years’ Successful Selling 
We will raise $10,000 America’s Most Successful Auctioneers 


to $100,000 for you J. A. CONN COMPANY 


409 Swetland Building, Cleveland, Ohio 


Right now according to the size Local and Long Distance Phone Cherry 2905 

of stock and store. 

We conduct dignified Auction We sell your stock and Sell it to your Satisfaction; 
Sales that guard your reputa- carry no cheap goods with us to ruin your good reputa- 
tion and dispose your surplus or tion, handle all sales personally. 

entire stock. 


For full particulars write or wire We are always busy—There is a Reason! 


B. WOLFF & CO. Think it over 
Dependable Auctioneers 
156 E. 42nd St. You can CONSULT CONN CONFIDENTIALLY 


NEW YORK CITY 


oA. Ais 4ome Write today for list of references. 
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UNDER CONSTRUCTION 
Co mp letion Scheduled 


SEPTEMBER, 1931 


Now Leasing 
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STIMULATING 
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Shaded areas denote prominent office 
buildings in the vicinity of 444 MADISON 
AVENUE. *—Subway stations. »—Sta- 








tions on new 53rd Street Subway. SITE or your 


OFFICES —_ SHOWROOM 


e Especially designed to meet the specific requirements of 
your business. Here you can efficiently combine your ex- 
ecutive and sales offices under one roof. "444" offers you 
a dominant and strategic location at economical rentals. 


FORTY FLOORS WITH PERMANENT LIGHT PROTECTION, INCLUDING 
FULL NORTHERN EXPOSURE. THIS NEW BUILDING IS CONVENIENT 
TO BUYERS, MANY WORLD-FAMOUS HOTELS AND VARIED TRANSIT 
FACILITIES « « JUST EAST OF THE NEW ROCKEFELLER RADIO CITY 
AND WEST OF THE NEW WALDORF ASTORIA « - A UNIQUE POSITION 
MIDWAY BETWEEN THE MOST EXCLUSIVE STH AVENUE SHOPPING 
AREA AND THE NEW COMMERCIAL SECTION OF PARK AVENUE. 


“The atmosphere and appointments of a fine office 
building plus the physical equipment of 


| } i Mi 
a modern merchandise mart. 


Floors ... 13,780 to 3,400 sa. ft. — Offices from 675 sa. ft. 
Sprinkler system to the 17th floor. 


An interesting booklet will be sent upon request. 
Floor plans and rent schedules are also available. 


Douglas L. Elliman & Co. 
AGENT ine. 
15 East 49th Street, New York PLaza 3-9200 


ENTIRE BLOCK FRONT 49TH TO 50TH STREETS 


MADISON 
AVENUE 


GRESHAM CONSTRUCTION COMPANY, INC.— BUILDERS 
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Precious Stones the Vogue for 
Fall and Winter 


Harper’s Bazaar in the September 
issue will say, ‘““The intense brilliance 
of diamonds shone on the white tulle 
evening gowns and the auburn hair of 
the Empress Eugenie, and the great 
balls of the day were gorgeous spec- 
tacles with the ladies of her court 
wearing quantities of diamonds and 
other precious stones in exquisite set- 
tings. Incidentally, it is interesting to 
know that every year certain of the 
more fashionable ladies had their 
jewels reset so that not only were 
the stones admired, but the settings 
played an important part in the pic- 
ture. That this fashion of beautiful 
real stones is gaining in popularity 
today, with the trend toward ro- 
mantic costumes, seems to be con- 
firmed by the reports received from 
Miss Marjorie Howard, a Paris 
fashion editor of Harper’s Bazaar 
Magazine.” 

In the September issue Miss 
Howard also says: “Noticeable at all 
of the events of the late Paris season 
was the absence of all costume jewel- 
ry, both in the daytime and in the 
evening ; it does not go with the 18th 
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century or second empire dress. Real 
pearls in the evening are worn by all 
women fortunate enough to possess 
them. I saw them also a great deal 
in the afternoon at the Polo de Baga- 
telle and at the races on the big days 
under the famous tree of the femmes 
du monde and in the reserved tri- 
bunes. In the evening the diamonds 
are wonderful. Marvelous exhibit 
are devoted to diamonds this year 
showing some of the famous stones 
of the world. Unusual is the novelty 
of a necklace of diamond beads grad- 
uated in size and cut in facets. It is 
the first time that diamonds have been 
treated this way.” 

Miss Howard’s remarks describing 
the evening dress at Polo de Bagatelle 
are interesting as well, ““No more cos- 
tume jewelry in the evening, with the 
exception of an occasional necklace of 
real stones or sometimes necklaces of 
such precious stones as jade or coral, 
worn to give a color note. Many dia- 
monds and many pearls, some long 
diamond earrings, here or there with 
the longer coiffure pins or barrettes 
ornamented with precious stones. All 
in all it appears from these prelimin- 
ary reports that the winter gives 
promise of being a brilliant one. 
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WHEN YOU DECIDE 


Old Gold, Silver, Platinum, 
Filled Cases, Plated Scrap, 
Polishings, Sweeps, etc. 
SHIP DIRECT 
“TT PAYS” 


We Do Not Employ Traveling 


Cal ar AND COMPANY 


SMELTERS & REFINERS 


55 E. WASHINGTON ST.? 
Cc WwW ? £4 2a 


ON NY ee ee Se SS 
Den —_——_ £4 8c eo 
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SAVE HEALTH! 


@9eee SAVE GOLD! @©@ee @ 


SAVE TIME! 
SAVE MONEY! 





Protect your health from polishing dust— 
Be more comfortable at your work and you will do more 


LEIMAN BROS. Patented 
Polishing Dust Collector 


Clothes are ruined by polishing compounds! A little of this flying around every day—a very 
little—just what comes off a watch in buffing—will soon mark your shop as untidy, as dirty, as 
dangerous to your health—a lining of this dust and sticky polishing compound on your stomach 
and lungs is not a very attractive thought if you will think of it just a moment—and you can 
prevent all of this today, now, by deciding to get a polishing dust collector. 

A dust collector will save time too! It will allow you to work more steadily and more 
enjoyably—anybody can work better and do more work if they are comfortable—if they are 
free from annoying and dangerous dust—try it if you want to see what enjoyable work means. 


Cw G9 


More’ important 

to you than your 

automobile — yet 

costs only about a 

tenth or an eighth 
as much 


Cw 


A few cents a day 
is all it costs— 
Just like your car- 
fare or a cigar 


Cw 











GET THE FREE INFORMATION 
YOU DON’T NECESSARILY HAVE TO BUY 
LEIMAN BROS., Inc., 151 HP Christie St., Newark, N. J. 


New York Corporation—23 HP Walker St. 
or YOUR SUPPLY DEALER 


PARES OF GOOD MACHINERY FOR 40 YEARS 


FOREIGN INQUIRIES SOLICITED 

































Designed 
to Attract... 


Priced for 
Profit . 


HETHER it be Prize Trophies If you have not received our latest 
or Table Service the design, book of illustrations we invite you to 
quality and price are of prime im- write for a copy. 
portance. 





Middletown patterns are designed to 
attract the attention of the consumer 
and of a quality insuring satisfaction. 
They are priced to enable the jeweler 
to make a satisfactory profit. 


Cornwall Pewter Polish, 
the simplest and most ef- 
fective method of preserv- 
ing the lustre. A cleans- 
ing cream that removes 
dirt and tarnish without 
smearing or scratching. 

One dozen jars...... $3.60 
One gross jars...... 36.00 
Retails for not less than 
50c. in attractive unbreak- 
able metal jars. A neces- 
sity which sells itseif. 


For every occasion Middletown Silver 
and Cornwall Pewter afford a wide and 
spendid selection with increased busi- 
ness possibilities. 














Prize Cup—No. 10 Series 


The Four Hundred Sizes hsaeetaialieeanes 
5 DL cacaweseaweewnwees \% in, No. — i 
Sane teat eed Dae s ~ Bs = No. 3311 Double Vegetable Dish, 
< get CAR ARe eSB S S Be 28 v72 In. 12 in. Oval 
PEO Ns “Kiaseicawnwdeacéus 15 in, 


lieights given are of cup only, 
wi'hout base. 


Cups can be supplied with or with- 
ut hases attached. 


iment’ =~ MIDDLETOWN SILVER CO. "= 


MTIDDUETOWN, CONN., U. S. A. 


World’s Largest Producers of Pyrex Lined Silverware 


New York Offices: 366 Fifth Ave. Los Angeles, Cal., c/o Roy Livermore Co., 643 So. Olive St. 
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lhe BRIDAL CHEST 
free with Services for Six, Cight and lwelve 
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Fitted with a 29-piece set, Hollow Handle De Luxe Stainless Knives, now $31.25; Modeled 





Handle De Luxe Stainless Knives, now $26.75. With 3 4-piece set, Hollow Handle De Luxe 


Stainless Knives, now $41.00; Modeled Handle De Luxe Stainless Knives, now $35.00. 


The Bridal Chest goes on closing sales of Community Plate because you 

give it FREE with the Silverware —even at Community's new reduced 

prices. Now it 1s re-styled and re-colored—in a harmony of luminous 

green and buff. Your customers are looking for just such smart extra values, 
in beauty and service. 


COMMUNITY PLATE 


Leadership in Design Authority 
~~, / Y 7 
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For Further Information See Pages 40 and 41 










































